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ABSTRACT 
Traditional crafts offer significant economic contributions to a region's economy, in 
particular through the revenue generated from small craft retail businesses. Because craft 
retailers operate within the small business sector, they are subject to high failure rates due to 
the challenges of operating in a highly competitive business environment. Little is known 
about small craft retail firms in terms of how they define success and the factors that 
contribute to their success. 
The purpose of this study was to identify and describe groups of small craft retail 
entrepreneurs based on their definitions and self-ratings of success. A second purpose was to 
compare and contrast the groups related to competitive strategies; product, pricing, and 
distribution strategies; personal values; motivation to start the business; gender; organizational 
culture; networking activities; and work ethic and competencies of the business person. A 
final purpose was to look within each group of craft retailers for correlations between their 
self-ratings of success and the aforementioned variables. 
Data were collected with a mail survey of small craft retail businesses selected 
systematically from mailing lists and names of businesses given to the researcher. Factor 
analysis, cluster analysis, MANOVA, ANOVA, chi square, and correlation analysis were used 
to examine the variables affecting craft retail success. 
Success was described in both intrinsic and extrinsic terms. Four groups of craft 
retailers were identified based on their defiinitions of success: Personal Expressers, Personally 
Expressive Goal Seekers, Culture Broker Goal Seekers, and Indifferents. The groups of craft 
retailers diGfered in their competitive strategies, product assortment strategies, personal 
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values, motivation to start the business, networking activities, and work ethic and 
competencies. Within groups, self-reports of success were correlated with competitive 
strategies, product assortment and pricing strategies, personal values, gender, networking 
activities, and work ethic and competencies. 
The research provides several scholarly and applied contributions. For the scholarly 
literature, this study confirms that success is defined using personal as well as economic 
criteria. The results contribute to existing research on defining success, competitive strategy, 
craft marketing, small business, organizational culture, and networking. FinaUy, the results of 
this study can be utilized by current businesspeople in the craft retail industry or those 
considering a new craft retail ventxire. 
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CHAPTER 1: INTRODUCTION 
Traditional crafts of the United States have played a significant role in defining a 
region to the rest of the nation (Shaw, 1993). The Southern Highlands area in the 
southeastern U.S. in particular has become well known for its crafts. The region offers strong 
continuity of the craft tradition; crafts provide significant contributions to the region's 
economy. Presently a craft-welcoming cultural and economic environment exists. The craft 
industry provides income generation which helps meet the needs of many families in the 
region, attracts tourists, and contributes to the area's economic development. 
Recent investigation of the economic impact of crafts provides salient data which 
confirm the significant economic contribution of crafts from craft producers, retafl shops, and 
galleries. The total contribution of the craft industry in Western North Carolina alone is 
approximately $122 million to the region's economy (Dave & Evans, 1995). The results 
specific to retail craft firms were strong. Retailers of craft constituted 58% of this figiu^e, 
making them the primary craft revenue contributors to the economy, at $71 million in annual 
sales. Data from other southeastern highland states are not available at this time. 
Crafts are a product category for many small retail shops or galleries which operate 
within the small business sector. Small business plays a critical role in the American national 
economy. The vast majority of small businesses are in the retail sector. Small retail 
businesses experience high failure rates within the first five years. Recently the elevated level 
of competition, changes in the economy, and the increasingly dynamic purchasing behavior of 
consumers have called for a pressing search for more effective business management models 
for vulnerable small enterprises. Small retailers face unique challenges in remaining 
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competitive and successful in a business environment filled with large powerful retail firms. 
Indeed the small size of some firms is a critical contingency in that they require their own 
particular strategic requirements in order to perform well with similar market conditions that 
larger firms face (Fiorito & LaForge, 1986; Miller & Toulouse, 1986). Despite these 
chaDenges the potential for achieving success is real and small retail firms do survive, 
compete, and grow (Watkin, 1986). 
The crafl arena is fiercely competitive, business survival is at stake, and small business 
owners who offer handicrafts in their merchandise mix are aware of this. Consequently, 
identification of successful businesses and the characteristics that are associated with success 
could be used to enhance the small crafl retailer's marketing skills and would be an asset to 
existing and future craft businesses. 
A fiill assessment of small crafl retailers cannot be realized without acknowledging 
that many crafl entrepreneurs define success in terms other than traditional economic criteria. 
Crafl artisans have revealed numerous indicators of success: having independence and control 
over one's life, preserving and elevating the crafl tradition, reinforcing ctiltural identity, and 
enjoyment of working with crafl (Littrell & Dickson, 1999). Prior to identification and 
measurement of performance factors, it is critical that researchers inquire directly to the small 
firm owners as to what they consider success to be. Without this preliminary step, an accurate 
assessment of performance cannot be made. Previous scholars have called for fiirther 
exploration of the definition of success for small crafl entrepreneurs (Brown, 1995; Littrell, 
Stout, & Reilly, 1991; Solderssen, Fiorito, & He, 1998). 
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The literature reveals several factors that influence firm success. For the purpose of 
this study, the variables of competitive strategy, gender, personal values, motivation to start 
the business, organizational culture, networking activities, and business person work ethic and 
competencies will be examined. Past research on the craft production and marketing system 
has focused on producers (Solderssen, Fiorito, & He, 1998; Stephen, 1991; Tice, 1995); 
product development (Popelka & Littrell, 1991), tourism retailers based in developing 
countries (Moreno, 1995; Popelka, Fanslow, & Littrell, 1992), retail buyer behavior (Brown, 
1995), retail consumers (List, 1992, Littrell, 1987, 1990; Littrell, Anderson, & Brown, 1992; 
LittreU, ReiUy, & Stout, 1992; Slaybough, Littrell, & Farrell-Beck, 1990), Alternative Trade 
Organizations (Dickson, 1994; Dickson & Littrell, 1993; Littrell, 1994; Littrell & Casselman, 
1991), and marketing strategies of small handcraft producers (Popelka, Fanslow, & Littrell, 
1992). An investigation of how craft retailers define success and of factors that are associated 
with success for craft retailers will provide additional insight into the overall craft marketing 
system. 
Competitive Strategy 
Although models of entrepreneurs exist in the literature, the research is oriented 
towards small businesses which offer products and services other than handcrafts. These 
research findings may or may not be relevant for small craft retailers of the United States. 
Very little research has been conducted on the strategies implemented by small retailers who 
market handcrafted products and their relationship to business success (Kean, Niemeyer, & 
Miller, 1996; Misner, 1986). Due to the minimal scholarly attention on craft retail 
entrepreneurship and strategic development, fiirther investigation appears necessary and 
4 
valuable for both theoretical application by scholars of craft and practical application by craft 
retail entrepreneurs. 
The role of strategy is as critical to small retailers' achievement of success as it is to 
any industry (Conant, Smart, & Solano-Mendez, 1993; Walters & Knee, 1989). J. Thomas 
Canton stated that strategy is the most significant differentiating factor in determining a 
successftil business from the non-successfiil (Higgins & Vincze, 1989). As the business 
environment for retailing continues to increase in turbulence and change, an investigation of 
strategies employed by small retailers related to success is timely and opportime for retailing 
and marketing scholars. Peters and Waterman (1982) state that traditional marketing 
strategies have not been adequate in assisting small business survival in today's competitive 
marketplace. The database, limited to large manufacturing firms, is of limited value for small 
firm marketing strategies. Small business research has been criticized for failing to provide 
practical information for entrepreneurs as well as for neglecting to consult with small business 
owners concerning their practices and/or suggestions (Banks & Taylor, 1991). 
Gender and Values 
Previous descriptive research suggests that craft retailing is dominated by female 
business owners (Brown, 1995). As the number of female small business owners continues to 
increase, the issue of how gender plays a role in the process of business strategy development 
remains under investigation. Despite the scholarly documentation of differences between male 
and female values, a gap emerges in the literature in the area of gender, values, and strategy 
(Chusmir, Koberg, & Mills, 1988; Olson & Currie, 1992; Powell, Posner, & Schmidt 1984). 
Chaganti (1986) and Olson and Currie (1992) responded to this need with studies concluding 
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that gender and values directly contribute to differences in management strategies. Since it 
has been found that business success is partially related to shared values and strategies, it 
appears necessary to expand on these findings in terms of their influence on firm vitality. 
The literature reveals how men and women differ in a variety of areas including 
personal values, personality traits, motivation, roles, business structure, financial challenges, 
strategy and decision making, and management and leadership style (Birley, 1989; Chaganti, 
1986; Chusmir, Koberg, & Mills, 1988; Cuba, DeCenzo, & Anish, 1983; Hisrich, 1989; 
Powell, Posner, & Schmidt 1984; Sexton & Bowman-Upton, 1990). Yet limited literature 
exists in the area of how men and women may differ in their definitions of success. 
Recently scholars are proposing models for business application indicating motivation 
as a key influence on firm success (Herron & Robinson, 1993; Naffeiger, Homsby, & 
Kuratko, 1994). One group of scholars postulates that entrepreneurs are motivated by other 
means than monetary goals (Kuratko, Homsby, & Naffeiger, 1997; Monroy & Folger, 1993; 
Porter & Lawler, 1968). Research on the relationship of motivation and success between 
male and female entrepreneurs reveals that women are motivated to become entrepreneurs for 
the fulfillment of more intrinsic goals. For females success was measured by self-fiilfiUment, 
personal growth, balance of family and work, social contribution to the commimity, and 
professional development rather than traditional measures of profit or business growth 
(Buttner & Moore, 1997). Several other investigations reveal opposing results in that women 
were motivated for achievement of external goals such as profit and business growth (Langan-
Fox & Roth, 1995). As the nimiber of women owned businesses continues to increase, it is 
6 
timely to focus on women's unique integrated style of entrepreneurship and definitions of 
success. 
Prior to Brush's study in 1992, limited attention had been given to the investigation of 
women-owned businesses and strategic management. Further research on the "integrated 
perspective" of management by women, as described by Brush, is relevant since the bulk of 
the literature focuses on business ownership from a man's point of view. Businesses owned by 
men are based more on autonomous, rational, and rule-based decision making. The research 
results are not unanimous and indeed show inconsistencies, therefore, a study investigating the 
values, definitions of success, and strategies employed by men and women entrepreneurs 
emerges as a valid and justifiable inquiry. 
Organizational Culture 
Understanding organizational culture is deemed critical for optimizing a firm's success 
(Bettinger, 1989; Deal & Kennedy, 1982; Kotter & Heskett, 1992). Bettinger (1989) claims 
that the compatibility of strategy cannot be sufBciently evaluated until a complete 
comprehension of the firm's culture is obtained. Likewise, Wilkins and Ouchi (1983) contend 
that organizational success cannot be understood without understanding a firm's culture. 
Studies have revealed that organizational cultures that support the firms' strategies are more 
likely to experience success (Smircich, 1983a). Morgan (1993) argues that firms need to pay 
attention to organizational culture when they make decisions regarding competitive strategy. 
A concentration of the recent business management research has focused on describing 
the distinct business practices which distinguish large corporate cultures (Baligh, 1994; Kotter 
& Heskett, 1992; Schein, 1985; Smircich, 1983a, 1983b; Wilmott, 1993). This research 
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spotlight on large business firms resulted in minimal attention on small enterprises. Research 
on small organizational culture has recently been conducted that suggests some cultural 
parameters unique to small businesses; therefore, additional investigations of small firm 
organizational cultures appear valuable and needed (Kosters, Damhorst, & Kunz, 1996; 
Littrell & Dickson, 1997). 
Networking 
Operating a business within increasingly competitive marketplace conditions is more 
complex than ever before. How are small firms with their limited resources able to identify 
opportunities, gather information for decision-making, and enhance competitiveness under 
these conditions? Larger firms employ specialized staffs to confiront these issues; smaller 
firms do not have these resources. Networking is receiving a great deal of attention as a 
mechanism for small businesses to overcome the disadvantages of their fi^ile small size and 
to thrive under conditions of increased competition (Birley, 1985; Birley, Cromie, & Myers, 
1991; Curran, Jarvis, Blackburn & Black, 1993; Donckels & Lambrecht, 1997; Jarillo, 1988; 
Szarka, 1990). 
For the small business sector, interorganizational networks hold great value to 
entrepreneurs by offering a supportive environment and means for gathering information and 
advice about the market to enhance their position, achieving a competitive advantage, gaining 
access to valuable resources at below-market prices (Aldrich, Reese & Dubini, 1989; Zhao & 
Aram, 1995), lowering costs, increasing efficiency, and sharing risk (Jarillo, 1988; Szarka, 
1990). Additionally, developmg and making use of relationships with other organizations 
provides opportunities for entrepreneurs to build credibility and a positive image, as well as to 
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obtain channel and customer access (Zhao & Aram, 1995). Entrepreneurial networking is 
considered to be a strategic action (Jarillo,1988), a purposeful activity by smaU firms to obtain 
a competitive advantage (Zhao and Aram, 1995), and a necessity to survive and succeed 
(Szarka, 1990). 
In simimary, the research literature on small business, craft marketing, business 
success, competitive strategy, gender and values, organizational culture, and networking 
provided a context for this research. Guiding questions for this research included I) How do 
small craft retailers define success? 2) Using these definitions, what factors influence the 
success of small craft retail entrepreneurs? 
Purpose 
The first purpose of this study was to identify and describe clusters of small craft retail 
firms based on the participants' definitions and self-ratings of important criteria in defining 
their success. A second purpose was to compare and contrast the clusters related to a series 
of business strategy and t)ehavior variables. The third purpose was to investigate within each 
cluster the correlations between retailers' perceptions of their success and business strategy 
and behavior variables. The proposed research built on and contributed to research on craft 
marketing, competitive strategies, organizational culture, gender, and small firm performance. 
Objectives 
1. Describe for small craft retail entrepreneurs 
a. definitions of success 
b. competitive strategies 
c. distribution strategies 
d. personal values 
e. motivation to start the busmess 
£ gender 
g. organizational culture 
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h. networking activities 
i. work ethic and competencies 
2. Form clusters of small craft retailers based on criteria for success. Compare and contrast 
the clusters related to 
a competitive strategies 
b. product assortment and pricing strategies 
c. distribution strategies 
d. personal values 
e. motivation to start the business 
f. gender 
g. organizational culture 
h. networking activities 
i. work ethic and competencies 
3. Within each cluster determine the relationship between perceived success and 
a. competitive strategies 
b. product assortment and pricing strategies 
c. distribution strategies 
d. personal values 
e. motivation to start the business 
f. gender 
g. organizational culture 
h. networking activities 
i. work ethic and competencies 
Assumptions for the Study 
For the purpose of this study, the following asstmiptions were made: 
Small craft retail entrepreneurs will be accessible and capable of objectively and 
accurately describing their definitions of success and other research variables related to their 
business operations. In addition, small craft retail entrepreneurs can be grouped into clusters 
based on definitions of success in order to measure differences among and within groups. 
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Limitations for the Study 
The following limitations were taken into consideration in interpretation of the data 
from this study: 
The study is limited to the perspectives of small craft retailers located in the 
southeastern mountain region of the United States and cannot be generalized to small craft 
retailers outside of this regioru Also, the study is limited to craft retail micro-businesses with 
less than 15 employees. 
Definitions 
Competitive Strategy — a broad formula and set of distinct practices for how a business 
competes, including objectives and policies necessary to carry out a firm's goals; a 
combination of the ends (goals or objectives) toward which the firm is striving and the 
means (policies or tactics) by which it is seeking to reach the firm's goals (Porter, 
1980). 
Crafts - Products made predominantly by hand, with the aid of tools, simple machinery, or 
power driven equipment. Crafts are commonly made with natural materials and 
produced in a limited edition rather than a large series. Crafts reflect in form and 
technique the identity of specific communities, groups, regions, and cuitxu-es as well as 
the creativity of the producers. Attention in craft production is focused on design, 
materials, and workmanship. Crafts can be used for fimction, aesthetics, or a 
combination. Media used in craft production include fiber, leather, clay, wood, metal, 
stone, or jewels. Final products include fiber art, quilts, weavings, basketry, leather 
items, pottery, wood carvings, jewelry, and stained or blown glass (Merriam, 1997). 
Craft retailers - Businesses which sell crafts to consumers. Their product assortment contains 
predominantly crafts fi-om the southeastern United States. 
Organizational culture - The pattern of shared values, beliefs, meanings, behavior, practices, 
and norms that persist over time and which make up a firm's unique environment and 
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which assist individuals in understanding an organization's functioning and guides their 
behavior; may also include stories, legends, myths, and language (Deal & Kennedy, 
1982; Deshpande & Webster, 1989; Kotter & Heskett, 1992; Petrock, 1990). 
Small business - Retail firms that fall within the Standard Industrial Classification system of 
the United States SmaU Business Administration by having no greater than $5 million 
dollars in annual receipts and no more than 500 employees - 13CFR121.201, Division 
G Retail Trade. (U.S. Chamber of Commerce Code of Federal Regulations, Title 13, 
Volume 1, 1998, p. 199). For this study, with an average of less than one full or part-
time employees, the small firms are considered micro-enterprises, the smallest of smaU 
businesses. 
Personal values - Centrally held beliefs that impact and guide human behavior across situations 
encountered throughout life (Rokeach, 1969). 
Perceived success - This definition evolved fi-om responses of the study's participants. At a 
minimum it was anticipated that some of the traditionally defined criteria would 
include: sales, gross profit, return on investment, and market share. Non-traditionally 
defined measures of success might include customer satisfaction, employee 
development and empowerment, balance of family and work, self-satisfaction, 
fi-eedom, and independence. 
Networking - Activities performed to establish informal and formal relationships and linkages 
between small businesses and the external world for the purpose of gathering 
information and garnering resources for decision making. 
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CHAPTER 2: REVIEW OF LITERATURE 
A variety of factors influence the success of a business. For the purpose of this 
investigation the following concepts will be examined from several disciplinary areas of 
scholarship; crafl retailing, definitions of success, characteristics of successful businesses, 
competitive marketing strategy, gender, personal values, and organizational culture. Each of 
these areas helps provide a foundation from which to conduct a study on small crafl retailers' 
perceptions of success and factors affecting success. 
Crafts in the Southeastern United States 
Historical Development 
Crafts have long been an integral and important part of the lives of the people in the 
southeastern region of the United States. In the early years, settlers arrived in the 
southeastern region with self-reliance, skill, and initiative. They built their own cabins, 
produced their own fiimiture and utensils, wove their own blankets, and sewed their own 
quilts. Laying a foundation for a well-established industry, the English, Scotch, and Irish 
pioneers found rich natural resources in the rugged highlands of the Southeast including clay 
for pottery; soil to grow cotton and flax; tree bark, berries and herbs for dying; and timber for 
shake roofs, chairs, and yokes (Southern Highland Handicraft Guild, 1975). Communities 
were dependent upon their craftspeople for the essentials of daily life (Shaw, 1993). In 
addition, the Cherokee Indians resided in the area long before any European settlers and made 
a major historical and contemporary contribution to the handicraft tradition and revival of the 
highlands (Dupuy & Weaver, 1967). 
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The mountainous areas of Georgia, South and North Carolina, Kentucky, Tennessee, 
West Virginia, Virginia, Maryland and Alabama are considered to be the region containing the 
southern Appalachians. The area was largely rural with people living on farms and in smaU 
mountain villages, which were isolated from the industrial progress taking place in the 
lowlands. Manufactured products were difficult to distribute to these remote areas. As a 
result, for generations the impoverished people of the region made whatever essentials they 
needed or they simply did without. Although crafts were initially produced for utilitarian 
purposes, simultaneously the people produced objects that possessed an aesthetic value 
(Green & Gross, 1997). While preserving their designs with their unique patterns and forms, 
the artisans used traditional methods of production, which were adapted for the regional 
materials (Southern Highland Handicraft Guild, 1975). Remaining loyal to their region's 
traditions, the craftspeople handed down their designs from generation to generation (Shaw, 
1993). 
By the mid-1800s the practice of handcrafting objects became almost obsolete as a 
result of displacement of crafts brought on by mechanization from the Industrial Revolution. 
Alternative products to crafts could be produced more inexpensively, fester, and with 
standardized replication. However, the economic and cultural isolation of the rural areas 
ensured that people's dependence on crafts would remain for some time (Shaw, 1993). What 
made the southern Appalachia region so unique in terms of developing a strong craft tradition 
is that the people in this area produced their objects for personal use much longer than other 
parts of the country. 
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Near the end of the 19"' century, missionaries, social workers, and local women of the 
area, appalled by the dismal conditions of poverty that loomed in the Appalachian Mountains, 
assessed that the road to economic salvation laid in crafts (Green & Gross, 1997). It also 
became apparent that an entire culture was about to lapse and that no awareness of the need 
to save the rich traditions existed among the people (Dupuy &. Weaver, 1967). Several far-
sighted individuals valued the importance of preserving American crafts as they faced the 
threat of vanishing fi-om United States' culture. As a result they came to help and educate the 
mountain people. Schools, institutes, and academies specializing in craft programs were 
founded in the southeast in the late 1800s to the 1930s: In North Carolina the John C. 
Campbell Folk School and the Penland School of Handicrafts, in Tennessee Pi Beta Phi's 
Arrowmont School, and in Kentucky Berea College's Student Crafts Program. Today these 
institutions continue to play important roles in the American handcraft tradition. 
The average mountain family did not have a cash income around the turn of the 20*" 
century. The more afiQuent people living outside the area did possess enough money as well 
as an appreciation of the authentic indigo-dyed wool coverlets, beautiftil hand-made quilts, 
and naturally dyed throws. Arts and crafts societies began developing in southeastern United 
States. As the interest increased, old looms were dusted off and threaded for producing 
weavings; women rode for miles on mules to obtain orders and procure more materials for 
new weavings (Southern Highland Handicraft Guild, 1975). New markets were developing 
for the southern Appalachian artisans. The market for crafts grew as they began selling to 
distant shops. Along with this market growth came settlement schools with craft-trained 
teachers who instructed the locals in improved product development and design. The meager 
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but steady income from the sale of crafts for mountain families augmented their limited 
earnings as farmers. Incomes from crafts helped provide minimal basic necessities that they 
would otherwise go without, such as a water pump for the kitchen, shoes, eyeglasses, more 
nutritious food and dental care. 
The people of the highlands slept under quilts with a "kiverlid" on top. The kiverlid 
was a brightly colored woven coverlet and was a major handicraft that helped ignite the craft 
revival in the mountain regions of the Southeast. In the late 1930s weaving became the 
dominant craft of the highlands (Shaw, 1993). Highly labor intensive, the weavers washed, 
carded, spun, and dyed the coverlet from sheep they had raised and bark and vegetables they 
had gathered. At the time the woven coverlet was the most treasured folk art of the Southern 
Highlands. This sentiment remains today (Shaw, 1993). The craft renaissance began with 
weaving coverlets and throws and eventually grew to include other crafts such as rockers, 
animal carvings, pottery, ironware, and baskets. 
Much of the charm of the craft artisan's wares lies in the artisan's reluctance for 
duplication. Yet standards for quality and design for the steadily growing market had to be 
maintained. As a result, in 1930, the Southern Highland Handicraft Guild was founded, today 
one of the nation's largest and most renowned craft organizations. The 69-year old 
organization's mission is to "encourage creativeness in design and the use of materials, to 
preserve the traditional and indigenous crafts in the region, to improve the quality of the crafts 
taught, produced and sold in the area and to provide opportunity for the exhibition and sale of 
the crafts of its members" (Southern Highland Handicraft Guild, 1975, p.l 1). Allen Eaton's 
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classic study in 1939 which profiled craftspeople of the region also contributed to the growing 
interest in southern highland crafts (Shaw, 1993). 
Traditional crafts of the United States have played a significant role in defining a 
region to the rest of the nation (Shaw, 1993). The Southern Highlands area in the Southeast 
in particular became well known for their crafts which were "avidly sought by sophisticated 
urban tourists" (Shaw, 1993, p. 7). Tourists have sought out the region not only for it's 
natural mountain beauty, moderate climate, and easy lifestyles, but also for the quality crafts. 
Many visitors who originally came to tour, to learn about the culture, and to purchase crafts, 
also came to retire and escape the stresses of city life. Many ended up staying and taking up 
the production of crafts as well. Artisans range in age from teens to the very elderly and 
include people who have come from all over the world, as well as the natives who were bom 
in the regioa Many chose to produce crafts early in their lives while others chose to get 
involved with the tradition upon retirement. Southeastern craft artisans come from all 
occupations, some working to supplement an income, while for others it is fiill-time or a 
hobby. The craftspeople of the highlands share one thing in common; unanimously they 
believe that nothing compares to working in the craft tradition. The variety of crafts available 
in the Southern Highlands is endless, including basketry, braided rugs, brooms, carding and 
spinning, ceramics and pottery, knotting and stitchery, glass, ironwork, leather, quilting, silk 
screening, cloth toys, felt art, vegetable dyed textiles, weavings and woodworking. 
Present Economic Impact of Craft Retailinp 
At the end of the twentieth century the Southeastern region of the United States offers 
continuity of the craft tradition and a largely unacknowledged intercultural template that 
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weaves African, European, and Native American cultures (Perreault, 1993). The craft 
movement has migrated from the agrarian and mountain craft traditions, through an altruistic 
revival period, to the present day, craft-welcoming cultural and economic environment 
(Perreault, 1993). The Southeast continues to remain strong in the nation's craft industry 
where crafts provide income generation to help meet the needs of many families. In terms of 
popularity among consumers it has appeared to some that "the Southern moment may be upon 
us" (Perreault, 1993). 
Because craft marketing is so significant to a region's economic development and a 
large portion of the consumers of craft are tourists it is critical to mention the heightened level 
of interest in Southern tourism (Blum, 1993). Since 1987 crafts have had formal recognition 
as an important production-marketing-tourism contributor to Kentucky's economy (Barker, 
1991). The Kentucky Crafts Marketing Program which was originally housed in the 
Department of the Arts has now been moved to the Division of the Kentucky Cabinet for 
Economic Development (Barker, 1991). South Carolina's Artisan Center opened to showcase 
it's craft heritage to tourists in response to the goals outlined in the State's Rural Economic 
Initiative and the Task Force on South Carolina's Cultural Visions for Rural Communities 
(Simmons, 1993). A trend toward increased tourism in the South provides small craft 
retailers lucrative income opportunities to market more regional crafts and realize greater firm 
success. 
A study of the economic impact of craft was conducted in a twenty county region of 
Western North Carolina where a community development strategy of establishing the area as 
the center for "HandMade in America" is currently underway. Dave and Evans (1995) stated 
that crafts production and sales is so vital that few, if any, areas of western North Carolina's 
economy would prosper without crafts' contribution to the economy. One hundred and 
twenty-six firms responded. This extensive 1995 study provided salient data which conjSrms 
the significant economic contribution of crafts from craft producers, retail shops, and galleries. 
Purchases made by craft consumers were also studied. The total impact of the craft industry 
in Western North Carolina alone is approximately $122 million to the region's economy (Dave 
& Evans, 1995). Retaflers of craft constituted 58% of this figure, making them the primary 
craft revenue contributors to the economy, at $71 million. Craft producers, craft fairs, and 
entertainment fairs contributed the balance. It is critical to note two points about selling crafts 
at retail. Not only do craft producers distribute through retail shops, galleries, and craft fairs, 
they also sell out of their home workshops. Craft producers sell their products firom home at 
retail prices rather than at wholesale prices to consumers in order to prevent channel conflict 
with retailers to whom they wholesale their products. Craft producers also sell their products 
at retail prices at craft and entertainment fairs. 
The results from the 126 retail craft firm respondents indicated strong economic 
contributions to the region (Dave & Evans, 1995). These small retail firms of Western North 
Carolina alone produced $70.8 million in annual sales. The average gross sales of a retail craft 
shop or gallery was $175, 848. The average sale of crafts in that figure was $86,443. Crafts 
indigenous to the southeastern state of North Carolina comprised 76% of that figure, an 
average total of $52,798. Although the product assortment of crafts in retail firms is varied, 
the sale of glass ranked first among media used at nearly $ 135,835 of retail sales. Retailers 
who sell only glass crafts averaged $334,333 per retail store which is clearly higher in income 
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generation than the average sales of $175,848. This concentrated product offering may verify 
Porter's focus strategy for competitive advantage and venture success. Crafts made of wood 
comprise the highest portion of sales at 15%, but not in dollars as does glass crafts. Textile 
crafts make up nearly 11% of retail sales. Interestingly, the sale of woven crafts which initially 
sparked the craft revival of the southern highlands now appears to be in less demand in 
comparison to other craft media. 
Dave and Evans' (1995) study revealed that 62% of the retail consumers are classified 
as tourists and 37% as local buyers of craft. Tourists contributed an average of $51,480 in 
crafts sales per retail firm, with overall craft sales contributing $44 million to the area's 
economy. These results indicated a significant relationship among craft purchasing, tourism, 
and economic development. The average number of employees per retail firm was 2.19 
thereby classifying them as micro-businesses. It is worth noting that this portion of the state 
of North Carolina reported the highest presence of entrepreneurs than anywhere else in the 
state. No other data firom any of the other southeastern highland states was found at this time. 
As for the future of Appalachian crafts. Barker, in his comprehensive study in 1991, 
interviewed Charles Counts, a renowned leader in the region's craft scene. Counts 
commented: 
"Crafts and the future in the Southern ffighlands. USA. Yes. Of course. For at least 
three reasons: the people, the land, the CRAFT. We who grew up knowing the land 
are really and truly attached to the land in ways that cannot divide us even in our 
dreams and nightmares...we still recall our agrarian past. And it is not poverty that we 
shall recall Rather we will also be remembering some certain urge to make something 
of ouurselves and our lives. We are a people of cunning, braving in some stubborn way 
the need to do something of our own making even if that doing is the doing of nothing 
but staying alive...The Southern Highland landscape is a sacred part of planet earth 
...nothing else quite like this region. There is a beauty here and an awesome mystery 
about the region even at its worst that silences the most critical analysis of any scholar. 
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At their best the mountains carry a natural beauty that stirs the soul...We in the 
Southern Highlands have held on to a written promise of making things by hand. If I 
were to stand again on the westward slope of Lookout Mountain near Rising Fawn to 
watch the inevitable sundown of any midsummer moment I would swear to you 
without any doubt that the future of making things by hand was as certain as that 
simset and as inevitable as the coolest dawn... As long as humans have breath." 
(Barker, p. 224-225) 
Craft Retailing Crafts are one of the fastest growing sectors of the gift industry and as 
a result retailers are increasing the percentage of crafts in their product assortments to respond 
to consimier demand (Jankowski, 1996). The demand and appeal of crafts is growing due to 
numerous reasons. Communities and businesses value crafts because of: I) the usefulness of 
craft-related businesses for local economic development, 2) the maturation of the crafts 
community, and 3) the growing number of highly educated craftspeople who possess varied 
and refined techm'cal skills for producing high quality products. The demand and appeal of 
crafts for consumers is attributed to: 
1) their disenchantment with mass produced and prolifically distributed products, 
2) the attraction of affluent baby boomers who view crafts as symbolizing values of 
integrity and liigh quality without exhibiting the conspicuous consumption 
behavior of the 1980's, 
3) the appeal of natural materials and individiial work, 
4) their ability to make a personal connection to the artisan, 
5) their obtaining objects that set them apart in a unique way, and 
6) crafts aesthetic design fitting the simplicity style of home decorating in the 1990's 
(Jankowski, 1996; List, 1992). 
Jankowski (1996) argues further that a paradox of consimier behavior is taking place 
as consumers embrace technology and electronics, yet simultaneously are exhibiting a 
backlash in their craving for handmade or unique products that possess significant meaning to 
them. Wendy Rosen, part owner of The Rosen Group, producer of the Buyers Market of 
American Crafts and publisher of Niche and American Style crafts magazines, states that 
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crafts are attractive because of the expression of the craftsperson's moral, ethical, and value 
systems (Jankowski, 1996). List (1992) found that consumers of American craft are men and 
women who are educated, independent, creative, well traveled, and between the ages of 35 to 
55 with annual incomes of $75,000 or more. 
An area of niche retail marketing that is increasing in attention is that of the craft 
retailer. Retail stores are often initiated by craft producers as a channel to distribute their 
work (Kean, Niemeyer, & Miller, 1996). Crafts can be marketed directly from an artisan 
workshop or indirectly to consumers through shops, galleries, department stores, and mail 
order catalogues. Because small independent retailers are struggling to differentiate 
themselves from large category-killer, mass merchant retailers, many are offering handcrafted 
gifts to supplement and distinguish their product assortment (Jankowski, 1996). The craft 
arena is highly competitive and small business owners who offer handcrafts in their 
merchandise mix are aware of this. Brown (1995) states that some craft businesses are more 
successfiil than others, but little is known as to why. 
A major challenge for craft business people is the development of marketing strategies 
(Kean, Niemeyer, & Miller, 1996; LittrelL, Reilly, & Stout, 1992). Craft retailers have been 
found to implement Porter's cost leadership and differentiation strategies (Kean, Niemeyer, & 
Miller, 1996). With a cost leadership strategy the craft retailer endeavors to gain market sliare 
by offering a large variety of affordable handcrafted products that are low to moderately 
priced, and which can be reproduced easily (Kean, et. al, 1996). The differentiation marketing 
strategy lends itself very well to handcrafts due to the very nature of craft products 
themselves. Craft retailers emphasize product innovation, uniqueness, and quality. 
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Capitalizing on a well-known local artisan, landmark, region or material indigenous to the 
area; unique product design; brand image; technology; and customer orientation are various 
ways in which craft retaflers can distinguish themselves from the competition. 
When craft retailers incorporate a focus strategy it ftilfiUs the objective of marketing to 
a more narrowly defined target market and satisfying their specific clientele's needs. Craft 
retaflers who employ a focus strategy sell only certain types of craft products, perhaps only 
highlighting local or regional artisans in their product assortments. Materials used to produce 
specific handcrafts might also be highlighted in the merchandise mix, such as locally spun and 
dyed yams and local wood or clay (Kean, et. al, 1996). In order for small retaflers to remain 
vital, they must focus and create unique niches in the market (Bartlett & Peterson, 1992). 
Local contact, image, and personal service give small firms a competitive advantage over 
larger firms (Kean, et. al, 1996). 
Beyond a few studies, little is known about the strategies in which craft retaflers 
engage. The research literature is oriented towards small businesses which offer products and 
services other than handcrafts. These findings may or may not be relevant for small craft 
retaflers of the United States. Studies have been performed investigating the marketing 
strategies of small handcraft producers outside of the U.S. (Popelka, Fanslow, & Littrell, 
1992) and Kean et. al.'s (1996) study analyzes craft retafl strategies and firm performance. 
Littrell, et. al (1992) advises that one strategy that leads to success is for the smafl craft 
entrepreneur to possess a solid understanding of the craft marketer's target consumer market. 
Porter (1980) also recommends this position. 
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Definitions of Business Success 
Research on organizational success and survival increased quickly during the late 
1970s and through the 1980s due to the rise in the number of business failures, bankruptcies, 
and hostile takeovers during that time (Cameron, Sutton, & Whetten, 1988). A subset of 
scholarly research aims at gaining insight on how small business entrepreneurs define success. 
Understanding how success is defined is imperative prior to discussion and assessment of 
business success. Venture success can have numerous definitions. These definitions can 
depend on several alternative dimensions: stakeholders such as owner, lender, investor, 
supplier or customer; time fi-ame such as when in the firm's life span success is measured; and 
other dimensions such as income, profit, return on investment, sales growth, happiness and 
personal satisfaction, and reputation. In the United States, organizational success is usually 
defined and measured in financial terms based on indicators of gross earnings, sales figures, 
profits, market share, shareholder return on investment, income, and wealth. 
Success for entrepreneurs can be defined in either extrinsic (tangible) or intrinsic 
(psychological) outcomes (Kuratko, Homsby, & NaflKger, 1997). Extrinsic outcomes 
encompass rewards such as financial performance of the firm, acquisition of personal wealth, 
and increasing personal income. Intrinsically, entrepreneurs cite rewards that include being in 
greater control of one's destiny, personal satisfaction in being one's own boss, recognition, 
challenge, excitement, growth, accomplishment, autonomy, and security for family. Kuratko, 
Homsby and Nafifeiger (1997) contend that entrepreneurs set out to accomplish both intrinsic 
and extrinsic goals. 
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Craft businesses view success beyond mere economic measures normally correlated 
with success. Financial success is often subordinate in importance to craft entrepreneurs 
(Littrell & Dickson, 1999). Craft artisans have revealed numerous factors for measuring 
success and include gaining independence and control over one's life, preserving and elevating 
the craft tradition, and reinforcing cultural identity. Home-based craft entrepreneurs placed 
greater priority on satisfaction with the business experience and personal values than on the 
financial benefits received (Saylor, 1987). Independence, artistic creativity, control of one's 
life, schedule versatility, contact with people, service to others, and the simple pleasure of 
craft production were other contributing elements for motivation. Further studies support this 
element of intrinsic satisfaction in that craft artisans failed to rank income as the most 
important element of success yet ranked enjoyment of work, recognition of talent (Solderssen, 
Fiorito, & He, 1998), product design, development, production of the crafts, and exhibition of 
work as the most definable criteria (Littrell, Stout, & Reilly, 1991; Misner, 1986; Summer & 
Schrank, 1979). Craft entrepreneurs' ft)cus on criteria other than profit and income contrasts 
them with small firm manufacturers who identify financial and marketing success as priorities 
(Craig & Horridge, 1995; Misner, 1986; Saylor, 1987; Summer and Schrank, 1979). 
Summer & Schrank's (1979) study revealed that fiber artists ranked the design and 
production of their work as the most notable gauge of success rather than income earned. 
Misner (1986) found that needle artists implemented business strategies which focused on 
producing and marketing textile craft products that were internally gratifying. The findings of 
these investigations concurrently provide support that craft entrepreneurs place financial and 
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marketing success secondary to the satisfaction derived from design, production, and service 
as success indicators. 
Gender and Success 
The National Foundation for Women Business Owners (NAWBO) has released 
intriguing findings pertaining to how men and women define success differently (NAWBO, 
1995). Although both gender of entrepreneurs believed that there is more to success than 
money, profits were secondary to women who derived satisfaction from employee and 
customer relationships, having control of their own destiny, doing something they considered 
worthwhile (Lee, 1994), achieving self-fulfillment, and contributing to the community's 
welfare (Buttner & Moore, 1997). On the other hand male entrepreneurs defined success 
more along the lines of goal achievement and attaining satisfaction from doing a good job 
(Lee, 1994). According to Patty DeDominic, president of NAWBO, "There's more than one 
model for business success" (Lee, 1994, p. 30). 
Larwood and Gattiker (1989) imply that, although sensitive to the bottom line, 
women's goals and concerns for success are more than just growth and profits; therefore, they 
opt to pursue alternate goals. Contrary to the traditional economic definitions of business 
success, female entrepreneurs perceive success as maintaining a balance between work and 
fenaily, helping others, gaining personal fiilfiUment, developing employees, providing a 
differentiated service, expressing their unique skills, and surpassing customer expectations. 
These findings suggest that success is not always the achievement of wealth and income alone 
(Chaganti, 1986; Holmquist & Sundin, 1990; Neider, 1987). 
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Langan-Fox and Roth's study (1995) contradicts these findings in that they argue that 
the dominant profile of female entrepreneurs is more pragmatic and that women pursue more 
extrinsic concerns of earning a higher income and having the opjwrtunity to pass on the 
business to their heirs. Other contradictory findings reveal that male and female entrepreneurs 
are more similar psychologically than different (Sexton & Bowman-Upton, 1990). Brush 
(1992) suggests that the large disproportionate gap between the financial performance of male 
and female-owned businesses implies that profit and growth may not be the primary goal of 
women-owned small enterprises. 
Motivation 
Motivation has been identified as a major factor influencing the accomplishment of a 
firm's goals (Herron & Robinson, 1993; Naflfeiger, Homsby & Kuratko, 1994). Not all small 
business owners are driven or motivated by financial gain alone (Kuratko, Homsby & 
Nafifeiger, 1997; Monroy & Folger, 1993); rather, individuals are motivated to accomplish 
both intrinsic and extrinsic goals (Porter & Lawler, 1968). Chaganti (1986) posits that 
women embark upon business ownership for reasons different from than their male 
counterparts. One reason why women entrepreneurs may define success differently is partially 
due to their initial motivations to own their own businesses (Buttner & Moore, 1997). Men 
are motivated to start their new ventures due to a desire to earn a higher income, to gain more 
control and independence in their work, or to improve their status in society (Shane, Koverid 
& Westhead, 1991). Women, on the other hand, are motivated by job fiiistration and 
boredom in previous careers (Hisrich & Brush, 1985), limited opportunities for career 
advancement (Lawlor, 1994), an interest in business (Hisrich & Brush, 1985), greater 
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flexibility and balance between work and family (Birley, 1989; Buttner & Moore, 1997; 
Chaganti, 1986; Holmquist & Sundin, 1990; Zellner, Chandler, & Kelly, 1994), family security 
(Olson & Currie, 1992), opportunities for professional growth and development, greater 
challenges, achievement, and self-fulfillment (Brenner & Tomkiewicz, 1979; Buttner & 
Moore, 1997; Shane, Kolvereid, & Westhead, 1991). Fischer, Reuber and Dyke (1993) found 
that women are driven by more financial motivations. They point out that this contradicts 
social feminist theory which states that women are more motivated by values and concerns for 
the well-being of other people. They continue that women's financial motivation for success 
may be due to their caretaking of dependents. 
Buttner and Moore (1997) suggest that women's motivations may be associated to the 
ways that they measure success. The most significant conclusions were that women sought 
more intellectually stimulating and challenging work, the chance for self-determination, and 
the freedom to control their own futtires. These results provide additional support that 
women perceive success by more intrinsic terms of personal growth and professional 
development versus extrinsic economic criteria of profits or business growth. 
Characteristics of Successful Craft Organizations 
Entrepreneurial researchers have focused on personality traits, entrepreneurial 
behavior, and problem solving in differentiating successful entrepreneurs from non-successful 
entrepreneurs (Stevenson & Gumpert, 1985). A more beneficial approach for differentiating 
successful small crafl firms from their less vital counterparts is to examine their business 
behaviors and activities. 
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Littrell, Stout and Reilly (1991) identified characteristics of successful versus 
struggling craflpersons. Success was measxired using the craflpersons' descriptions of 
success, self-ratings of success, and annual level of retail sales. Distinct differences emerged 
in management practices and in activities concerning product development, marketing and 
promotion. Successful crafl producers were more likely than their struggling counterparts to 
possess the following characteristics in running their business: 
1) the business was developed due to economic or financial need; 
2) a concrete business plan was developed and followed; 
3) work extended beyond 40 hours per week; 
4) the business was a separate entity from the home; 
5) unique crafts were produced by skilled employees; 
6) prices were based on formulas and targeted to distinct consumer segments; 
7) products were marketed to tourists and sold at trade shows; 
8) paid advertising was used for increased visibility; 
9) distribution included a broad geographic region; 
10) the business advertised for increased visibility; and 
11) regional and tourist markets were established. 
Further recommendations for crafl retail success include: provide personal service, 
offer exclusive crafl products from certain artisans, spend time cultivating a strong 
relationship with craftspeople, know what the production capacities of the artisan are for 
inventory purposes, promote 'American made' in order to create a 'hometown, homemade' 
ambiance or image for your store, and make efforts to communicate special meanings to 
consumers via displays and events which offer information on how the product is made, who 
the artist is and what the 'story' is behind the crafl (Jankowski, 1996). 
A similar study by Summer and Schrank (1979) revealed that crafl artisans identified 
the following skills necessary to achieve success: 
1) design ability; 
2) technical expertise; 
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3) ability to display work; 
4) relationships with art galleries; 
5) quality photographs and portfolios; 
6) money and time management; 
7) business financial skills, such as costing materials and pricing products; and 
8) ability to obtain grants. 
McNamee and McHugh (1989) revealed in their study of non-craft-based businesses 
that more successful firms used focused advertising, offered superior quality products and 
services, were involved in forecasting, were less reliant on outside financing, and extended 
consumer credit. Characteristics of successful versus less-successful businesses identified by 
Craig and Horridge (1995) included working more than 40 hours weekly, having previous 
supervisory experience, employing differentiation strategies related to advertising, offering a 
superior line of products, and forecasting industry trends. Gender was an irrelevant issue for 
firm success. 
Competitive Strategy 
Strategy plays a critical role in achievement of business success; retailers are no 
exception (Conant, Smart, & Solano-Mendez, 1993; Walters & Knee, 1989). J. Thomas 
Canton stated that strategy is the most significant differentiating factor in determining a 
successful business fi-om the non-successful (Higgins & Vincze, 1989). 
The significance of strategy in achieving business success and competitive advantage 
has been explored extensively by scholars (Capon, Farley, Hulbert, & Lei, 1991). Strategy 
involves setting goals, conducting research, selecting markets to compete in, designating 
resources, developing products, pricing, distributing, and promoting; strategy drives 
outstanding firm performance and is necessary for a firm to gain and maintain a competitive 
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advantage (Aaker, 1992; Day & Wensley, 1988). Mintzberg (1987) states that strategy can 
be used as a: 
1) consciously intended plan, a purposeful course of action or guideline to apply to 
situations; 
2) ploy or maneuver intended to outsmart the competition; 
3) consistent pattern in actions and behavior, whether intentional or not; 
4) means for locating a firm within the environmental context; and 
5) firm's ingrained perception of the world, culture, ideology, driving force, and collective 
mental fi-ame or paradigm, all of which are shared. 
Michael Porter (1980) stimulated the scholarly discussion of competitive strategy. 
Porter's typology, which helped distinguish successful fi^om unsuccessful firms, earned acclaim 
in the business arena as a dominant paradigm. His position spawned extensive research 
because it offered a strong conceptual firework for a discipline that was lacking in 
fi-ameworks (Murray, 1988). Porter's theory is considered generic in that it is applicable to 
many business types. 
Previous research on small retail performance and strategy selection supports Porter's 
claim that the eflScacy of generic strategies is industry specific (Robinson, Logan & Salem, 
1986). Phillips, Chang, and Buzzell (1983) found that although certain strategies do 
contribute to success, it is more importantly the type of business which determines more 
precisely how these strategies render success. Porter identified five types of industrial 
environments: 1) fi*agmented, 2) emerging, 3) mature, 4) declining, and 5) global. A 
fi-agmented industry is one where "no one firm has significant market share and can strongly 
influence industry outcomes" (Porter, 1980, p. 191). Businesses in fiagmented industries are 
most often distinguished as being small, competitively weak, and subject to uncertainty in an 
intensely competitive market environment (Dess, 1987; Porter, 1980). The retail industry and 
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"creative" enterprises, such as craft retailers, are categorized in Porter's "fragmented" 
industries. Porter postulates that successful firms outperform competitors in a fragmented 
industry by the implementation of one of the three strategies. 
In his widely recognized book. Porter argues that a firm should implement one (or two 
at the most) strategy(ies) to attain a competitive advantage position, enhance performance, 
and outperform the competition. Porter's three strategy options for small firms in the 
Segmented retail industry are: cost leadership, product differentiation, and market focus. 
Each strategy is a different approach to creating and maintaining a competitive advantage. 
He maintains that when firms orient themselves toward a specific strategy they should 
outperform competitors who are "stuck in the middle" (Porter, 1980, p. 17). Low profitability 
as a result of conflicting business actions is almost guaranteed for firms who fail to adopt a 
strategy in at least one of the three categories. 
With a cost leadership strategy a business offers products at competitively lower prices 
relative to competitors due to economies of scale, yet not overlooking service and quality. 
With this approach attention is focused on low to moderate pricing in broad product 
assortments containing a variety of products. A business which incorporates a differentiation 
strategy offers a product line or service that is recognized by industry and consumers as being 
unique in regard to qxiality, innovativeness, design, brand, technology, or promotion. Product 
differentiation is contingent upon two factors: product characteristics or attributes and 
consumer or user characteristics (Hill, 1988). This strategy creates stronger brand loyalty and 
thus larger profit margins due to the ability to command above average prices and attract less 
price sensitive consumers. A focused or mche strategy guides businesses to offer products or 
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services which meet the special needs of a concentrated consumer group, more narrow 
geographic market, or oflfer a specialized product line. 
The small size of many businesses prevents economies of scale; therefore, it is advised 
to incorporate a composite of the "differentiation" and "focus" strategies (Miller & Toulose, 
1986; Watkin, 1986). Other important marketing strategies recommended by Porter for high 
firm performance are gaining an in-depth understanding of target consumer groups and 
positioning the firm with supph'ers and buyers in terms of relationships. 
Porter's competitive strategies have been tested in numerous investigations (Covin, 
Prescott, & Slevin,1990; McNamee & McHugh, 1989; Miller & Friesen 1986a, 1986b). The 
results confirm that: 1) small firms realize the highest returns when implementing a 
differentiated strategy (McNamee & McHugh, 1989); 2) some firms do incorporate 
differentiation and cost leadership (Miller & Friesen, 1986a, 1986b); 3) firms integrating 
strategies are more successfiil than those depending on only a few strategies (Covin, Prescott, 
& S levin, 1990); and 4) firms experiencing the least success are those that lack any distinctive 
strategic approach (Miller & Friesen, 1986a, 1986b). Murray (1988) argues that the empirical 
research testing Porter's theory is contradictory and not comparable due to differing 
environmental preconditions. 
Over time Porter's model was tested and challenged by several scholars and new 
contingencies were developed to overcome weaknesses in the model. Of these contingencies, 
external environmental preconditions, such as industry structure, business type (Phillips, 
Chang, & Buzzell, 1983), and consumer characteristics and preferences influenced the 
strategies eflScacy (Day, 1984; Miller & Friesen, 1986a; Murray, 1988). The strategies of 
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differentiation and cost-leadership can be simultaneously combined to achieve superior 
economic performance and sustained competitive advantage (Hall, 1980; Hill, 1988; Phillips, 
Chang, & Buzzell, 1983; White, 1986). The reasoning behind this position is that initially a 
differentiation approach will experience higher costs. However, in the long run, costs will fall 
as volume increases thereby reducing costs (Hill, 1988). Hall (1988) claims that in 
fragmented markets, a differentiation strategy can strongly influence demand and thus enable 
the firm to realize cost economies. Hambrick (1983) also concluded that it is more important 
to apply a contingency view of generic strategies and contends that "it is simply not accurate 
to say that aU generic strategies are equally viable with an industry" (p. 702). A call for the 
reconceptxialization of strategy has been made by several theorists (Barry & Elmes, 1997; 
Mintzberg, 1994). 
Small Business and Strategy 
SmaU business plays a significant role in the American national economy, comprising 
nearly 97% of all business enterprises, accounting for employment of approximately 60% of 
the workforce, and producing 45% of the GNP (Keats & Bracker, 1988). A call for more 
effective business management models for small enterprises has resulted from the elevated 
level of competition from both large and small firms, changes in the economy, the increasingly 
dynamic purchasing behavior of consumers, declining retail sales, and small business failures. 
Due to the challenges faced by small firms it is valuable to assess strategies incorporated by 
small businesses for success. 
Fiorito and LaForge (1986) offer justification for the need to investigate small firm 
marketing strategies. Small businesses usually 1) develop and implement marketing strategies 
within tight resource constraints; 2) lack specialized marketing expertise; 3) have difiSculty in 
purchasing this expertise; and 4) have less aggressive objectives than large firms. Thus small 
firms have less strategic options and are less competitive in all strategic areas than larger 
firms. Business management practices that contribute to faOure include inefifective 
promotions, failure to develop a merchandise assortment plan, inadequate knowledge of 
pricing, rigid approaches in decision making, and lack of human resources strategy (Gaskill, 
Van Auken, & Manning, 1993). 
A large number of small businesses are retailers. Retailing has a notable impact on the 
economy due to sales, employment, and distribution of products to end consumers (Fiorito & 
LaForge, 1986). Small retail firms often undergo high failure rates within five years of start 
up. To remain competitive and succeed, small retailers confi-ont unique challenges in a 
business environment filled with large retail giants. The very small size of some firms is a 
significant factor in that they require their own specific strategic requirements in order to 
outperform competition in similar market conditions that larger retailers encounter (Fiorito & 
LaForge, 1986; Miller & Toulouse, 1986). 
Small retailers have less access to large resources and economies of scale, thereby 
decreasing the likelihood that the combination of cost leadership and differentiation strategies 
be used. Ibrahim (1993) and Miller and Toulouse (1986) agree that a cost leadership strategy 
is difficult and seldom applied by small firms due to the inability to attain economies of scale 
to compete on price. Where larger retailers offer more standardized product assortments 
which reach broader market segments, smaller retailers perform better with more innovative, 
unique, and higher quality product Unes. The combination of differentiation and focus 
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strategies is more appropriate for small retailers' performance (Kean, Niemeyer, & Miller, 
1996; Watkin, 1986), With this approach small retailers can target the non-saturated upper 
and lower income market segments while larger retailers saturate the middle income market 
through the use of cost leadership and differentiation. Conversely, in another study the use of 
Porter's competitive strategies did not significantly afifect small retail performance, but rather 
the community's business environment was the stronger indicator (Kean, Gaskill, Leistritz, 
Jasper, Bastow-Shoop, Jolly, & Stemquist, 1998). 
Although Porter offers strategies for a smaU retailer to compete more successfully the 
research literature reveals that entrepreneurs also believe that additional alternative marketing 
strategies are needed (Weinrauch, Mann, Robinson & Pharr, 1991). Distinguishable patterns 
in marketing strategy have been identified and related to retail performance by Conant, Smart, 
and Solano-Mendez (1993). However, strategizing often fails to become acted upon due to 
the small firm's limited finances and the amount of dollars necessary to implement the 
marketing strategies (Weinrauch, Mann, Robinson & Pharr, 1991). Marketing strategy has 
been found to be one of the key problem areas of small business and encompasses those goals 
and tactics related to product development and assortments, pricing, distribution and location, 
and advertising, quality, target market definition, store layout and appearance (Wichmann, 
1983). 
Other research suggests that the basic competitive strategy problem facing retailers lies 
in the inability to eflFectively create a market position that is understood by consumers (King & 
Ring, 1980; Walters & Knee, 1989) For greater competitive edge, Fiorito (1990) states that 
small retailers need to look for marketing resources such as promotional assistance, technical 
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assistance with computerized inventories, reliable delivery methods, and products that have 
potential to earn a higher gross profit margin. 
Retailers that report success engage in a distinct set of business practices including: 
I) participating in formal business planning, 2) producing higher quality products, 3) 
providing high service, 4) engaging in proven management strategies, 5) seeking expert 
professional advice, 6) establishing networks with business peers, and 7) using technology for 
management and communication (Donckels & Lambrecht, 1997; O'Neill & Dicker, 1986). 
Gender and Small Business 
Women-owned businesses have experienced a significant and rapid rise in numbers and 
are now a powerful force in the United States economy. The number of women starting a 
new venture in the U.S. is double that of men, tripling in number fi-om 2.5 million in 1980 to 
7.7 million in 1994 (Voss, 1992, NFWBO, 1995). Since 1970 the number of businesses 
owned by women in the U.S. has increased firom 4% to approximately 29% in 1991, which 
accounts for nearly three million of U.S. small businesses. This amounts to roughly one fourth 
of the nation's 12 million small firms (Census Bureau, 1991; New Economic Realities, 1988; 
U.S. SBA, 1985; Sexton & Bowman-Upton, 1990). At last estimate, women-ovraed 
businesses contributed more than $250 billion to the economy with gross receipts increasing 
fi-om 3% to 10% in 1986 (New Economic Realities, 1988; Thierren, Carson, Hamilton, & 
Hurlock, 1986). More than fifteen million people are employed by female-owned businesses 
(National Foundation for Women Business Owners [NFWBO], 1995). Traditionally female-
owned businesses have been concentrated in the retail and service sectors of the U.S. 
economy at nearly 75%. 
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An expansion in research has resulted from this phenomenon. The scholarly literature 
contains studies that focus on business women's characteristics, personalities, motivations, 
obstacles, and differences from male entrepreneurs. The literature reveals that business men 
and women differ in a variety of areas including personal values, personality traits, motivation, 
roles, business structure, financial challenges, strategy and decision making, and management 
and leadership style (Chusmir, Koberg, & Mills, 1988; Powell, Posner, & Schmidt, 1984). 
Scholarly attention to gender differences in entrepreneurial characteristics and their 
affect on firm success has been prolific (Buttner & Rosen, 1988; Fagenson, 1990; Fischer, 
Reuber, & Dyke, 1993; Kalleberg & Leicht, 1991; Sexton & Bowman-Upton, 1990). Male-
owned small businesses are proposed to experience success more than small fiirms owned by 
women (Aldrich, 1989; Cuba, DeCenzo, &. Anish, 1983). Kalleberg and Leicht (1991) 
disagree and assert that men's and women's business survival rates are more comparable than 
disparate in that women are just as likely to achieve success as male owned firms. Since 
businesses owned by women are more often smaller in size and slower in growth, they are 
perceived as less successful when measured by standard financial criteria (Buttner & Moore, 
1997). Men have greater business experience from spending more years in business than 
women which directly contributes to success when measured in annual sales, income, and size 
of firm (Fischer, Reuber, & Dyke, 1993). A major obstacle exists in understanding this 
relationship because the research concludes with contradictory findings (Fischer, et. aL, 1993). 
Continued research is necessary for increasing understanding of gender and business 
performance. 
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Management Style of Women 
Female managers tend to be more cooperative, informal, and consensus-building 
versus their male counterparts who behave in a more competitive, formal, and systematic 
manner (Brush, 1992). Women business owners place a greater emphasis on employee 
training, diminished hierarchy, teamwork, and quality than male smaU business owners. 
Within the organization women foster participation from employees, request and listen to 
opinions of subordinates, share information and power, empower employees, enhance 
subordinates' self-worth, energize them to feel positive about themselves and their work, and 
create and adopt polices which balance the pressures of career and family (Lee, 1994). 
Management expert Tom Peters supports the notion that women have a tendency to manage 
their businesses in a more nurturing manner than men (in Lee, 1994). 
Brush (1992) and Chaganti (1986) suggest that women have a distinct 'female' 
leadership style. According to this perspective women lead with a more intuitive and 
emotional nature versus one that is more rational. Women have an orientation to people 
rather than results. Leadership styles of women also contribute to their organizational culture 
with an approach that is more familial and emancipative toward employee relations rather than 
directive, authoritarian, rule-based, and results-oriented. Relationships within businesses are 
coordinated among family, society, and personal relationships rather than isolated from each 
other. Managerial style of women in business has also been described as being more informal 
(Cuba, DeCenzo, & Anish, 1983) and participative (Neider, 1987). Results across studies are 
not unanimous and indeed show inconsistencies. In terms of their marketing strategies, 
women owned enterprises are more inclined to prevail in small local market niches. The 
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strategies incorporated by women in small business included: niche marketing, maintaining a 
superior customer orientation (marketing concept), and securing a trustworthy market image 
(Chaganti, 1986). 
Brush (1992) contends that a new "integrated" perspective offers a foundation for 
examining the gender-based dissimilarities among male and female entrepreneurs. This 
perspective implies that business is seen by females as an interconnected system of cooperative 
networks of relationships rather than as isolated economic units (Kent, Sexton, & Vesper, 
1982). This outlook is incorporated into the female entrepreneur's business and extends out 
into a network of relationships that include family, community, and business. As a result of 
women being socialized to nurture and support others, they carry this inclination into their 
business practices by empowering others within their firms (Zellner, et. al, 1994). Women 
have a greater tendency to concentrate on nurturing relationships based on trust with their 
employees and with their customers. Brush (1992) advocates that business performance 
measurement and entrepreneurial success should incorporate other elements of success such 
as social contributions, goal achievement, and employee satisfaction. 
As the number of women in business continues to explode, the issue of how gender 
impacts business strategy development is under investigation. Chaganti (1986) claims that the 
gender of entrepreneurs ultimately leads to different strategies and decision making; 
businesswomen have more modest and conservative values geared more towards survival 
rather than maximizing profits and growth. Values related to "personal achievement" and 
satisfaction of "being one's own boss" rank far above standard economic business objectives. 
Sexton and Bowman-Upton (1990) found that significant differences exist between the values 
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of male and female entrepreneurs which appear to contribute to differences in strategy 
formulation and implementation. Despite the scholarly documentation of differences between 
male and female values, there appears to be a gap in the literature in the area of gender values 
and business strategy (Chusmir, Koberg, & Mills, 1988; Olson & Currie, 1992; Powell, 
Posner, & Schmidt, 1984). Olson and Currie (1992) recommend further research be 
conducted on the correlation between values and strategy for women entrepreneurs as women 
entrepreneurs continue to increase. 
Value Systems 
Values are deeply rooted standards that strongly influence nearly every aspect of life 
including organizational behavior. Clearly articulated and understood values significantly 
impact a firm's success, performance, and position (Posner, Kouzes, & Shmidt, 1985). The 
influence of an individual's value system on the functioning of an organization is especially 
evident in smaU businesses (Olson & Currie, 1992). Small business owners' values largely 
impact the firms' success and performance (Higgins & Vincze, 1989; Guth & Taguiri, 1965; 
Olson & Currie, 1992). 
Substantial scholarly research has focused on the relationship between personal value 
systems and business strategy selection (Guth & Taguiri, 1965; Higgins, 1985; Higgins &, 
Vincze, 1989; Miller, 1975; Posner, Kouzes, & Shmidt, 1985). Value-based man^ement is a 
committed attempt to guide organizational decision making in accord with shared values. 
This approach to strategy development is one in which the organization's values are critical 
keys impacting the strategies chosen for determining and achieving long term goals and firm 
direction and stimulating firm growtL A firm's values are more crucial than market structure 
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or the actions of competitors (Ginsburg & Miller, 1991; Guth & Taquiri, 1965; Wheelwright, 
1984). Within small firms, the value system of the owner/operator is reflected in the strategies 
chosen. 
Not only do values impact strategy development, but a distinction exists between the 
value systems by gender of small business owners and ultimately leads to different strategy 
decisions (Chaganti, 1986). Despite the research documentation of diflferences between male 
and female values there appears to be minimal literature in the area of gender values and their 
relationship to business strategy (Olson & Currie, 1992). Besides guiding strategic decisions, 
values help shape a firm's organizational culture. 
Organizational Culture 
Management scholars have borrowed the metaphoric concept of organizational culture 
fi-om anthropology and sociology. Scholars in anthropology contend that all human groups 
and organizations possess unique cultures. When applied to business organizations, cultiore is 
referred to as "corporate or organizational culture" and is associated with a business's system 
of shared meanings and values. Every organization has a unique environment or culture which 
is considered to be fundamental to the firm and its activities. Despite the growing interest in 
organizational culture a challenge exists in its investigation due to the lack of consensus in the 
term's definition and meaning, the operationalizing of the concept, the methods for 
measurement, and the comprehensive scope of the concept itself. Organizational culture has 
been defined in numerous ways as the: 
1) social glue that holds an organization together (Siehl & Martin, 1981; Tichy, 
1982); 
2) network of meaning that binds individuals into collectives (Smircich, 1983a); 
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3) pattern of shared values and beliefs that help individuals understand organizational 
functioning thus providing them norms to guide their behavior (Deshpande & 
Webster, 1989; Deshpande, Farley, & Webster, 1993; Louis, 1980; Petrock, 1990; 
Schwartz & Davis, 1981; Siehl & Martin, 1981); and 
4) underlying structure of meaning that persists and endures through time thereby 
constraining people's perception, interpretation, and behavior (Jelinek, Smircich, & 
Hirsch, 1983). 
Culture in an organization is exhibited by myths (Boje, Fedor, & Rowland, 1982), 
ritiials (Deal & Kennedy, 1982), stories (Mitroff & Kilmarm, 1976), legends (Wilkins & 
Martin, 1980), and language (Andrews & Hirsch, 1983). Organizational culture develops as 
members acquire problem solving skills and business behavior (Schein, 1985) and is preserved 
through hiring, training, daily rituals, and marketing decisions (Kotter & Heskett, 1992). 
The concept of culture has been increasingly connected with organizational analysis. 
Numerous scholars have investigated the link between organizational culture and the 
economic eflBciency and competitive effectiveness of the firm (Deal & Kennedy, 1982; 
Deshpande, Farley, & Webster, 1993; Pascale & Athos, 1981; Peters & Waterman, 1982; 
Smircich, 1983a; Wilkins & Ouchi, 1983). Firm success cannot be accurately understood 
without a comprehension of its culture (Wilkins & Ouchi,1983). Kotter and Heskett (1992) 
developed a model proposing relationships between business performance and strength of 
organizational cultiire and strategy. The researchers take the stand that a positive relationship 
exists within firms with strong cultures whereby the group shares understood values, goals, 
and behavior norms related to business success. Additionally, strategy and culture must be 
appropriate for each other, internally consistent, and be a good "fit" with management 
decisions and practices in order for strategy to be executed (Shwartz & Davis, 1981). Deal 
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and Kennedy (1982) claim that a strong organizational culture is primarily the driving force 
behind business success. 
Deshpande, et. al (1993) take the position that a firm can have one of four 
organizational cultures: market, hierarchical, adhocracy or clan. Market cultures focus on 
competitiveness and goal achievement; hierarchy cultures stress order and regulation; 
adhocracy cultures emphasize entrepreneurship and creativity; and clan cultures emphasize 
teamwork and cooperation. Leadership, type of organization, what holds the firm together, 
and what is important to the organization are the elements that determine what type of cuhure 
a firm possesses. 
Despite the stimulated level of interest among scholars on the connection between 
organizational culture and strategy, Fiol (1991) contends that organizational culture and 
strategy theories are often incompatible in that the two areas of research differ in their 
theoretical assumptions about what is meaningfiil to study and how the research should be 
accomplished. On one hand strategy theorists traditionaUy focus on observable phenomena of 
a firm and on the other hand culture theorists have been concerned with the imobservable 
phenomena of organizations. As a result, Fiol argues that the two streams of research work 
have been difficult to bridge. 
Much of the business management research has concentrated on the cultures of large 
firms in which distinct business practices have been identified to distinguish large corporate 
cultures (Baligh, 1994; Kotter & Heskett, 1992; Scheio, 1985; Smircich, 1983a, 1983b). 
Research on small firm organizational culture has emerged more recently. Kosters, Damhorst, 
and Kunz (1996) identified the following themes, many of which are characteristic of healthy, 
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nurtiiring families, in small apparel retail firms: strong interpersonal commum'cation, conflict 
resolution, an overall spirit of cooperation, highly supportive management, and customer, 
community, and employee orientations. The values of the owners reflected the small firm's 
sense of direction, identity, and individual initiative. A significant theme which emerged fi'om 
the study emphasized interpersonal relationships; emphasis was placed on balancing work and 
family, and on achieving personal enrichment fi-om work. Family orientation contributed 
significantly to grasping a small firm's organizational culture. 
Small organizational cultures focus more on the business practices of communication 
patterns, goal orientation, risk taking, and balancing work and family issues (Kosters, 
Damhorst, & Kunz, 1996; PopeUca, Fanslow, & LittreU, 1992). Critical for gaining an 
understanding of small firm culture is the notion of goal orientation. Often unique to small 
business are goals that may not include mere maximization of profit. These goals possess a 
more human-level focus beyond an organizational focus and exist to accomplish employee 
empowerment and fulfill family financial needs (Littrell & Dickson, 1999). Small business 
managers can utilize an understanding of a firm's culture as a strategy to determine which 
behaviors enhance or prevent firm performance. Small firm managers can then reinforce 
productive behaviors and work to change those that are counter productive (Littrell & 
Dickson, 1999). 
Networking 
Networking is receiving a great deal of attention as a mechanism for small business to 
thrive in a competitive busmess environment (Birley, 1985; Birley, Cromie, & Myers, 1991; 
Curran, Jarvis, Blackburn, & Black, 1993; Jarillo, 1988; Szarka, 1990). Particularly for the 
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small business sector, networks hold great value in that they can help overcome the 
disadvantages of being a small firm by offering a supportive environment (Szarka, 1990). 
Donckels and Lambrecht (1997) assert that small business owners should realize the value of 
building networks for firm growth and success. Networking is considered to be a strategic 
action (Jarillo, 1988) and a deliberate activity by entrepreneurs to gain competitive advantage 
(Zhao & Aram, 1995). 
Business networks involve informal or formal systems of relationships between 
entrepreneurs and their small businesses with the outside world (Donckels & Lambrecht, 
1997). Interorganizational networks provide a means for entrepreneurs to gather information 
about the market in order to make decisions, enhance their position, achieve a competitive 
advantage, and gain access to valuable resources (Aldrich, Reese, &, Dubini, 1989; Zhao & 
Aram, 1995). The success of small businesses may be due to the entrepreneurs' ability to 
obtain resources through networking (Zhao & Aram, 1995). Access to information and 
resources increases as the small business person knows more people and has more firequent 
interactions with those contacts (Birley, Cromie, & Myers, 1991). Szarka (1990) claims that 
the primary reasons explaining the economic importance of networking to the entrepreneur 
are efiBciency and effectiveness. Significant advantages fi'om networking include lowering 
costs, achieving excellent firm performance, and sharing risk (Jarillo, 1988). 
Network linkages between small business and other entities can include use of external 
consultants, seminar attendance, participation in trade feirs, contacts with other entrepreneurs, 
and discussion of important business decisions with relatives (Donckels & Lambrecht, 1997). 
Further links in a network can include local government agents, fiiends, trading partners, 
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financial institutions, small business development centers, ciiambers of commerce, and social 
engagements. Birley (1985) advocates that entrepreneurs engage in informal as well as formal 
network relationships. Effective networks have larger numbers of people with whom to 
interact, more frequent interactions, greater time invested in building and maintaining the 
network, more density in that the individuals of the network have associations with one 
another, and individuals from diverse expertise, information, and perspectives (Birley, Cromie, 
& Myers, 1991). 
Birley et. al. (1991) points out that entrepreneurs more often adopt a personalized 
versus administrative management style; therefore, a network of contacts reinforces this 
approach in running their businesses. She continues that entrepreneurs have a tendency to 
have more extensive networks than their employed peers. In a study of Scottish knitwear 
manufacturers, Porac, Thomas, and Baden-Fuller (1989) found that relationships, informal 
networks, and negotiations among retailers, producers, and suppliers contributed significantly 
to business success. Moreno's (1995) study of Guatemalan textile craft retailers revealed that 
retailers built and maintained strong relationships and linkages with artisans, artisan groups, 
employees and other retailers. Textile craft retailers who reported strong, meaningfiil 
relationships found them to be a foimdation of the retailers' business; those retailers who 
experienced elevated levels of production were more dependent on these relationships. 
Researchers have found that female entrepreneurs seek advice from family, close 
friends, and experienced business associates when facing critical business situations (Hisrich & 
Brush, 1986). Women seek advice from others in order to offset the male domination of 
resources in the business world (Noe, 1988). Female business owners received the most 
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significant contributions from their spouses, significant male friends, or siblings (Nelson, 
1989). 
Hypotheses 
The research literature served as a guide in developing the hypotheses for this 
research. 
HI: Definitions of success will differ among small craft retail entrepreneurs. 
H2: Groups of small craft retailers who differ in their definitions of success will differ in 
their 
a. competitive strategies. 
b. product assortment and pricing strategies. 
c. distribution strategies. 
d. personal values. 
e. motivation to start the business. 
f. gender. 
g- organizational culture. 
h. networking activities. 
i. work ethic and competencies. 
H3: Within each cluster small craft retailers' perceptions of success will correlate with 
a. competitive strategies. 
b. product assortment and pricing strategies. 
c. distribution strategies. 
d. personal values. 
e. motivation to start the business. 
f. gender. 
g- organizational culture. 
h. networking activities. 
i. work ethic and competencies. 
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CHAPTERS: METHOD 
The purposes of this study were to: 1) identify and describe clusters of small craft 
retail firms based on the participants' definitions and self-ratings of important criteria in 
defining their success; 2) compare and contrast the clusters related to the variables of 
competitive strategy, product assortment and pricing strategies, distribution strategies, 
personal values, motivation to start the business, gender, organizational culture, networking 
activities, and work ethic and competencies, and 3) investigate within each cluster the 
correlations between small craft retailers' perception of success and competitive strategies, 
product assortment and pricing strategies, distribution strategies, personal values, motivation 
to start the business, gender, organizational culture, networking activities, and work ethic and 
competencies. It was the intent to determine how the variables or combination of the 
variables were associated with perceived firm success as defined by each cluster. The 
proposed research was intended to build on research on craft marketing, competitive 
strategies, organizational culture, gender, and small firm performance. Methods for the study, 
including instrument development, sampling, data collection, and data analysis, were designed 
to evoke responses that would accomplish these objectives. 
Development of the Instruments 
Both qualitative and quantitative research techniques were used to gather the data 
necessary to accomplish the objectives. The researcher developed two instruments for data 
collection using research literature related to business success, competitive strategy, personal 
values, gender, organizational culture, and networking activities. The first instrument was the 
prelimioary interview discussion guide which was used to gain information firom a sample of 
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small craft retailers. Information gathered using this instrument was then employed to 
develop a survey questionnaire representative of retailers' perceptions and concerns. The 
second instrument was a questionnaire for eliciting information from small craft retailers 
within the southeastern region of the United States. The questionnaire was designed to gain 
knowledge on small craft retailers' definition of success and the factors that are associated 
with their success. 
Discussion Guide for Personal Interviews 
Initially, research was conducted for the purpose of gathering information from small 
craft retailers to increase the validity of the survey questionnaire. The interview process 
provided an avenue for active dialogue between the participants and the researcher related to 
perceptions and concerns of importance to craft retaUers. An interview guide with open-
ended questions was developed based upon general themes identified in scholarly literature 
(Craig & Horridge, 1995; Donckeis & Lambrecht, 1997; Homquist & Sundin, 1990; Kuratko, 
Homsby, & Naflfeiger, 1997; Littrell, Stout, & Reilly, 1991) (see Appendix A). Questions for 
discussion related to motivation for starting the craft business, skills or personal characteristics 
that assisted store operation, business planning, meaning of crafts and the effects of working 
with crafts, orientation towards employees and consumers, the business environment, how 
they defined success, the particular strategies incorporated to achieve success, and networking 
activities. The discussion guide was reviewed by the researcher's major professor; revisions 
and editorial changes were made by incorporating her suggestions. 
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Sample Procedure 
For the preliminary step of data collection, a group of small craft retailers participated 
in individual personal interviews. Initially, 20 small craft retailers from local communities 
nearby the geographic vicim'ty of the researcher and in one of the southeastern states of the 
study were asked to participate in the individual interviews. Names of stores were obtained 
from local chambers of commerce, recommendations from local residents, the researcher's 
personal shopping experiences, and from the business listings in telephone books. Criteria for 
participation required that the enterprise be a small business engaged in the sale of handmade 
crafts as the primary product line, and that the store owner or manager be willing to 
participate. Ultimately there were 12 small craft retailers who participated. 
Each participant received a cover letter of introduction explaining the intent and value 
of the research, requesting their participation in the study, and assuring their anonymity (see 
Appendix C). One week after the interview invitations were mailed, the retailers were 
contacted by phone to confirm their participation. The day before the appointment, an 
additional confirmation phone call was placed to confirm the date, time, and place of the 
interview. 
Eight interviews took place in the retail store by request of the store owners due to 
their inability to leave the business during operating hours. The interviews stopped 
temporarily if the retailer needed to assist customers and resumed afterwards. Four business 
people preferred to conduct the interview in a restaurant setting where lunch was provided by 
the researcher. Prior to the beginning of the interviews the purpose of the study and the 
procedures were explained and anonymity was once again reassiured. 
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The researcher, who possessed previous experience in conducting focus group 
interviews, acted as the interviewer. The questions were asked consistently among all 
interviews using identical questions and probing questions when necessary. An audio recorder 
vdth a microphone was employed to collect data accurately for each interview. The length of 
the interviews varied between one hour and one and a half-hours. The researcher recorded 
impressions of participant interactions at the conclusion of each interview. Participants were 
personally thanked through a mailed note following each interview. 
Questionnaire Development 
After the results of the preliminary interviews were compfled (see Chapter 4), the 
questionnaire was developed to measure the variables of interest to the study, including craft 
retailers' definitions of success, competitive strategies, product assortment and pricing 
strategies, distribution strategies, personal values, motivation to start the business, gender, 
organizational culture, networking activities, and work ethic and competencies. A discussion 
of each major variable and the items used to measure the variable follows. AH items were 
developed through a review of scholarly research and firom the preliminary interviews. Each 
of the items was examined for construct validity by five researchers with expertise in the areas 
being investigated. 
The questionnaire was composed of nine sections: I) background on the business 
2) definitions and self-ratings of success, 3) competitive strategy, 4) product assortment, 
pricing, and distribution strategies, 5) personal values, 6) motivation to start the business, 7) 
networking activities, 8) organizational culture, and 9) work ethic and competencies. A copy 
of the questionnaire is located in Appendbc B. 
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Backeround on the Business 
The first section had ten questions (Ql-10) related to descriptive information on the 
craft retail business (Brown, 1995). Respondents were asked to indicate the number of years 
the craft business had been in operation, the state in which it was located, and whether the 
business was started by the present owner or purchased from previous owners. The 
participants were also requested to describe their target consumer market and to specify what 
percentage of their market was tourists or local residents. They were asked about categories 
of crafts carried in the store and which category generated the greatest sales volume for the 
store. Finally, participants were questioned about the number of employees on their staff and 
the number of hours they work on a weekly basis in the crafl store. 
Business Success 
Two parts of the section on business success were designed to determine how 
respondents defined success and how successful they believed their craft business to actually 
be. Participants first rated the level of importance for 14 criteria in defining success (Q-11) 
(see Table 3.1). The criteria for defining success included statements of traditionally-based 
financial definitions such as achieving sales growth or increased profits and ranged to 
statements of success based on more personal or intrinsic definitions including personal 
happiness or balancing a personal life with work (Craig & Horridge, 1995; Kuratko, Homsby, 
& Naffeiger, 1997; LittreQ & Dickson, 1999; Saylor, 1987; Solderssen, Fiorito, & He, 1998). 
The items were rated by the respondents on a 7-point Likert-type scale with 1 being "very 
unimportant" and 7 being "very important". 
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Table 3.1. Questionnaire Items Measuring Business Success 
Helping others 
Feeling satisfied with owning my own 
Exceeding customer expectations 
Having independence and control over my life 
Achieving my own personal happiness and fulfillment 
Incorporating my personal values and beliefs into my work 
Balancing my family or personal life with work 
Expressing my skills or talents 
Achieving sales growth or increased profits 
Preserving and elevating the craft tradition 
Receiving personal gratification of working with crafts 
Providing a differentiated product or service 
Reinforcing the region's cultural identity 
Gaining a positive reputation in the community 
with consumers and within the craft industry 
After rating the criteria, respondents were then asked to indicate how successful they 
considered their craft business using the criteria they considered the most important in the 
preceding 14 items (Q-12). The question was scored on a 7-point Likert-type scale with 1 
being "very unsuccessful" and 7 being "very successful". 
Business Strategy 
Nine questions were developed to describe the business strategies used in operating 
the craft business (see Table 3.2). Items were developed to reflect concepts and themes in the 
literature. Items measured a range of activities that varied firom the traditional marketing 
strategies of product, price, distribution, and promotional activities to conducting marketing 
research and consumer education (Hill, 1988; Ibrahim, 1993; Kean, Niemeyer, & Miller, 1996; 
Porter, 1980; Wichmann, 1983). Each of the 16 strategies (Q-13) was measured on a 7-point 
Likert-type scale with 1 being "very unimportant" in their store operations and 7 being "very 
important". 
54 
The participants were also asiced to indicate percentages related to product focus, 
pricing, and quality levels (Q14-18). An additional question (Q-19) aimed at determining how 
often the craft retailers used methods of distribution beyond the physical store/gallery. 
Methods included distributing through a mail order catalog, participating at community 
events, attending craft shows or fairs, or marketing via a web page on the Internet. The four 
methods were measured using a 5-point Likert-type scale with 1 being "never" and 5 being 
"always". Another question (Q-20) asked the respondents to describe their in-store 
merchandising efforts. Finally, related to business strategy, the respondents were asked if they 
had designed a business plan when they began their business venture (Q-2I). Responses were 
"yes" or "no" and if not, they were asked whether a business plan or not was being followed 
at the present time. 
Table 3.2. Questionnaire Items Measuring Perceptions of Business Strategy 
Using consumer research 
Ensuring customer service and satisfaction 
Serving special customer groups 
Serving special geographic markets 
Distributing newsletters, flyers, or brochures to consumers 
Educating consumers about crafts and/or craft artisans 
Educating consumers about the region's culture 
Offering a product differentiated from my con^etitors 
Offering a focused or narrow range of products 
Providing specialty products/services 
Being involved with artisans in the product design process 
Pricing products competitively 
Stocking products in lower-price ranges 
Positioning the business with a desired image 
Advertising 
Evaluating goals or outcomes 
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Personal Values 
One question (Q-22) addressed craft retailers' personal values. In this question the 18 
Terminal values portion of the Rokeach Value Survey (RVS) (Rokeach, 1973) was employed 
(Table 3.3). This scale differed from the original RVS that asked participants to rank the 18 
items; instead, the researcher adopted a 99-point rating scale with 1 indicating "not at all 
important to me. Nothing I do is ever based on this guiding principle" and 99 indicating 
"Everything I do is based on this principle" (Rankin & Grube, 1980). 
When considering methodological issues for measuring values, researchers are faced 
with two decisions: 1) whether to use ranking or rating as response formats, and 2) what 
number of increments to use in a the scale. In terms of the first decision regarding ranking or 
rating, there are several reasons for the use of rating: 1) ranking is more difiScult and time 
consuming (Feather, 1973; Munson & Mclntyre, 1979); 2) ranking places artificial constraints 
on the data and therefore not allowing values to have equal importance (Alwin & Krosnick, 
1985; Crosby et.al., 1990); 3) ranking limits the analyses to nonparametric methods (Clawson 
& Vinson, 1978; Feather, 1973; Munson, 1984); and 4) ranked data must be transformed 
prior to analysis (Pitts, 1981; Pitts & Woodside, 1983). 
The second issue involves the number of points to use in the rating scale. No 
agreement exists on which method of scaling is better in terms of using a 5 or 7-point Likert-
type scale versus the 99-point scale introduced by Rankin and Grube (1980). One potential 
problem found with using a Likert scale of responses is the tendency for participants to select 
the higher scores in greater concentrations (Alwin & Krosnick, 1985; Beatty et al., 1985). 
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Table 3.3. Questionnaire Items Measuring Personal Values 
A comfortable life (a prosperous life) 
An exciting life (a stimulating, active life) 
A sense of accomplishment (a lasting contribution) 
A world at peace (free of war and conflict) 
A world of beauty (beauty of natiu-e and the arts) 
Equality (brotherhood, equal opportunity for all) 
Family security (taking care of loved ones) 
Freedom (independence, free choice) 
Happiness (contentedness) 
Inner harmony (freedom from inner conflict) 
Mature love (sexual and spiritual intimacy) 
National security (protection from attack) 
Pleasure (an enjoyable, leisurely life) 
Salvation (saved, eternal life) 
Self-respect (self-esteem) 
Social recognition (respect, admiration) 
True friendship (close companionship) 
Wisdom (a mature understanding of life) 
For this study, the broader 99-point rating scale for the Rokeach Value Survey was 
incorporated in order to hopefully gain greater variance on the relative importance of each 
value item than would a 7-point Likert scale. It is worth noting that several respondents 
wrote comments on this section of the questionnaire that the scale was too large and too 
confusing for them to respond welL 
Motivation 
Six items were newly developed from a review of literature in order to determine what 
motivated the respondents for starting the craft business (Buttner & Moore, 1997; Chandler & 
Kelly, 1994; Fisher, Reuber, & Dyke, 1993; Naflfeiger, Homsby, & Kuratko, 1994) (see Table 
3.4). The items in this question (Q-23) ranged from having a desire to make money to having 
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Table 3.4. Questionnaire Items Measuring Motivation 
A desire to make money 
A love or passion for craft and wanting to be involved with it 
Wanting to own my own business for personal satisfaction 
Having had a previous craft hobby and wanting to expand it into a business 
A desire to fulfill a personal economic or financial need 
a love or passion for crafts and wanting to be more involved with them. A 7-point Likert-type 
scale was provided for rating the importance of each motivation with I being "very 
unimportant" to 7 being "very important". 
Networking 
A series of new items (Q-24) was compiled fi-om themes and concepts in the literature 
on networking activities (Donckels & Lambrecht, 1997; Hisrich & Brush, 1986) (see Table 
3.5). In order to determine which networking activities relate to small craft retail success, 14 
networking activities were listed; respondents were asked to rate how frequently they engaged 
in each activity. A 5-point Likert-type scale was provided for respondents to rate their use of 
each networking activity, ranging from 1 being "never" to 5 being "weekly". 
Organizational Culture 
For this variable four items (Q25-28) were used from the scale developed by 
Deshpande, Farley, & Webster (1993) which has been recognized within the marketing 
research discipline as a valid scale for measuring a firm's organizational culture (Bearden & 
Netemeyer, 1999) (see Table 3.6). The Deshpande et al. scale for measuring organizational 
culture was adapted from Campbell and Freeman (1991) and Quinn (1988). The scale 
provides four descriptions related to each of four diJBferent business environmental issues: 
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Table 3.5. Questionnaire Items Measuring Networking Activities 
Meeting with outside consultants 
Attending business seminars 
Attending trade feirs and shows 
Talking with other business persons 
Meeting at social engagements 
Contacting art galleries 
Meeting with craft artisans 
Discussing important decisions with relatives 
Discussing important decisions with friends 
Meeting with small business development centers 
Contacting banks or financial institutions 
Contacting chambers of commerce 
Meetings through other business associations 
Acquiring information from Internet WEB sites 
I) kind of organization, 2) leadership, 3) what holds the organization together, and 4) what is 
important. The four descriptions relate to four types of organizational culture: clan, 
adhocracy, hierarchical, and market. The first item of each of the four questions related to a 
clan culture, the second item to an adhocracy culture, the third item to a hierarchical culture, 
and finally, the fourth item to a market culture. 
The original Deshpande, et al. scale required participants to distribute 100 points 
across four descriptions representing the organizational culture types for the four di£Ferent 
aspects of an organization. It was determined by the research committee members that the 
responses required by the original instrument contributed to a more complex measure than 
was necessary or advisable for the purposes of this study. Several committee members 
pointed out concern for the length of time it would take for respondents to complete the scale. 
Therefore the wording in the stem of each question was revised. Respondents were asked to 
rank each set of four descriptions from 1 to 4, with 1 being the characteristic which best 
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Table 3.6. Questionnaire Items Measuring Organizational Culture 
Kind of Organization 
A very personal place; like an extended family; people seem to share a lot of 
themselves. 
A very dynamic and entrepreneurial place; people will stick their necks out and take 
risks. 
A very formalized and structiired place; established procedures generally govern what 
people do. 
Very production oriented; a major concern exists for getting the job done without a lot 
of personal involvement. 
Leadership 
Mentoring, cooperative, or parental. 
Entrepreneurial, innovative, or risk-taking. 
Coordinating, administrative, formal, or organizing. 
Hard-driving, producer, competitive, or technician. 
What is Important 
Human resources training, development & empowerment; high cohesion and morale. 
Growth and acquisition of new resources; readiness to meet new challenges. 
Permanence and stability; eflScient and smooth operations. 
Competitive actions and achievement; measurable goals and profits. 
What Holds the Organization Together 
Loyalty and tradition; high commitment to the firm; common goals; shared values. 
Commitment to innovation and development; emphasis on being unique and the first. 
Formal rules and policies; maintaining a smooth-running business. 
Emphasis on task and goal accomplishment; production orientation. 
described the craft business and 4 indicating the characteristic that least described the craft 
business. 
Work Ethic and Competencies of the Business Person 
The final section of the questionnaire focused on five questions (Q29-33) designed to 
elicit demographic characteristics and to identify personal qualities that may be related to a 
small craft firm's success (Craig & Horridge, 1995) (see Table 3.7). The first question (Q-29) 
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Table 3.7. Questionnaire Items Measuring Work Ethic and Competencies 
of the Btisiness Person 
Managing financial matters 
Buying the right product at the right time 
Visual display 
Employee supervision 
Assessing consumer needs and wants 
Personal ambition 
Working hard 
Business skills 
Math 
Forecasting trends 
Strategizing and business planning 
Pricing 
Promotions and advertising 
Creativity and innovativeness 
asked respondents to rank themselves on 14 characteristics and tasks related to conducting their 
craft business. A 7-point Likert-type response scale was used with I indicating 'Very weak" to 7 
indicating "very strong". Respondents were further questioned in this section about the number 
of years of business experience they possessed, their gender, level of education, and whether the 
income of the craft business was primary or supplemental to another income. 
Questionnaire Format 
The questionnaire, a 12-page 4 x 5 Yi" booklet, was formatted according to the 
style recommended by Dillman (1978). The front cover provided a simple title, "Craft Retail 
Entrepreneurs' Perceptions of Success", the name of the researcher, and academic institution. 
A design was placed on the center of the page to make the instrument more aesthetically 
appealing to the sample who engage in art-related businesses. All attempts were made to 
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achieve user-friendliness in completing the questionnaire. This included use of clear and 
concise instructions and placement of simple questions at the beginning of the questionnaire 
followed by more challenging questions. The questions were grouped in sections related to 
one primary topic or variable and proceeded logically. The section on success was provided 
early in the questionnaire in order to show consistency between the instrument's content and 
the title and cover letter. Each section began with appropriate transition statements to assist 
the respondent in following the flow of the questionnaire. On the inside back cover, an open-
ended question gave respondents the opportunity to provide additional information using their 
own words. These responses would allow the researcher to better understand their 
perceptions of success and those strategies not addressed in the questionnaire. 
Pretest 
The questionnaire was pretested twice. The first pretest was with two professors from 
a southeastern research university. Following those revisions a second pretest was conducted 
among four craft retailers from the geographic region of the researcher. The pretest 
participants were asked to record the length of time it took to complete the questionnaire, 
identify any areas that hindered the completion of a question, and make any notes or 
comments concerning the questions or instrument itself. The pretest participants each 
reported that it took 20 minutes to complete the questionnaire. In. addition, each participant 
was asked the folio vong questions: 1) do you understand the wording, and if not, which 
words should be changed; 2) does the questionnaire give a positive impression which 
motivates you to respond; and 3) can you detect any bias in the questions? 
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The only comments leading to modification of the instrument came fi-om the outside 
professors who unanimously said the questionnaire was too lengthy and would negatively 
impact the rate of returns. The academic pretest participants all stated that the scale 
measuring personal values was understandable from a scholarly point of view, but voiced 
concern on whether a sample from the lay population would be able to answer the value items 
accurately with a "1 to 99" scale. The defense for retention of this scale is provided in earlier 
sections of the instrument development. 
The results of the pretest directed the researcher to make changes in length and 
content. The primary items that were eliminated were those that were considered "nice to 
know" but not "necessary to know" for the purposes of the study. Questions related primarily 
to demographic information were those eliminated. 
Sample 
The population of interest was craft retailers located in the nine southeastern states of 
the United States that include the Appalachian mountain range within their borders as 
identified by the Southern Highlands Handicraft Guild. States included Maryland, Virginia, 
West Virginia, North Carolina, South Carolina, Kentucky, Tennessee, Georgia, and Alabama. 
The craft retailers were to be small businesses carrying product assortments containing 
predominantly hand made finished craft products such as decorative or wearable fiber art, 
pottery and ceramics, basketry, wood, metal, glass, or jewelry. Craft retailers who carried 
craft supplies were not included in this population. It was requested in the questionnaire that 
the owner or primary decision-maker complete the questionnaire. 
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The sample consisted of 1000 small-sized craft retailers. The initial list of retailers was 
compiled by the researcher from the foUowing lists: Chambers of Commerce and craft guilds 
within each of the nine states, craft publications, business cards from craft shows, craft 
consumer recommendations, personal travel and shopping experiences of the researcher, and a 
market research firm. The final list consisted of2021 names. 
Of the final 2021 names of craft retail firms, 1000 names were selected using a 
probability sampling method. The researcher chose to use systematic sampling, a substitute 
for simple random sampling. In this method every nth element in the population is selected to 
be included in the sample. The reasons cited for use of this method are simplicity, time 
savings, and economy (McDaniel & Gates, 1996). In this approach, the researcher determines 
a sampling or skip interval and selects names from the master list based on the pre-determined 
skip interval. This interval is the distance between each of the individuals selected for the 
sample and is computed by the following formula: 
Population Size 
Skip Interval = Sample Size 
In this research, the skip formula was 2.02, therefore every second name was drawn 
from the list of2021 to arrive at the final 1000 names. The use of this system ensures that the 
entire list will be covered. 
One potential problem of systematic sampling was solved in order to avoid bias. The 
researcher used a list that had no apparent pattern present in the order in which the craft 
businesses were listed. The list was also arranged so that an equal as possible representation 
of craft businesses across each of the nine states was included. The original list contained an 
overage of retail names from North Carolina and fewer names from retailers in Alabanaa. As a 
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result, the systematic numbering was adjusted to achieve a more balanced representation of 
those states. Of the 1000 questionnaires distributed, 112 were sent to craft retailers in 
Maryland, 113 to Virginia, 109 to West Virgim'a, 110 to Kentucky, 111 to Tennessee, 114 to 
North Carolina, 110 to South Carolina, 112 to Georgia, and 109 were sent to Alabama. 
Mailing Procedure 
A multi-step mailing procedure was followed based on the modified DiUinan Total 
Design Method (Dillman, 1978). Each retailer received the following: 
1. A cover letter of introduction personally signed by the researcher and major 
professor. The cover letter assured anonymity to all the participants, explained the 
intent and value of the research, and requested the completion of the questionnaire 
(Appendix C). 
2. A questionnaire (Appendix B). 
The questionnaires were coded with identification numbers for tracking purposes and 
in order to mail a copy of the results to those participants requesting one. A postage-paid 
return envelope was provided in each packet. 
A reminder post card was mailed to all non-respondents within two weeks of the first 
mailing (Appendix C). Two weeks after the post card mailing went out, a second mailing was 
sent to all the craft retailers that had not returned the first questionnaire. This mailing 
included a short note stressing the importance of each participant's responses (Appendix C) 
along with a second copy of the original cover letter and a duplicate replacement 
questionnaire. 
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Statement on Human Subjects in Research 
Prior to collecting the data, both for the preliminary interviews and the mail survey, 
the Iowa State University Human Subjects Review Committee (HSRC) reviewed and 
approved the proposed project. The committee concluded that the rights and welfare of the 
human subjects were adequately protected, no risks or discomforts were associated with the 
study, confidentiality of responses was assured, and modified informed consent was obtained 
by appropriate procedures. A signed copy of the approval form is included in Appendbc D. 
Data Analysis 
Data analysis consisted of qualitative analysis of the preliminary interviews, followed 
by quantitative analysis of the questionnaire data. 
Qualitative Analysis 
Interviews were conducted for the purpose of uncovering a range of concerns and 
perceptions held by practicing craft retailers on a series of topics. The objective of this step 
was to provide the researcher with a crosscheck with the research literature in creating a 
survey instrument that presented research topics in a valid manner. For the qualitative portion 
of the inquiry the audiotapes of each interview discussion were transcribed by a professional 
transcriber and proofread for errors by the researcher. Following this step, qualitative analysis 
was performed by the researcher in which the data were manually unitized utilizing the 
constant comparative method (Goetz & LeCompte, 1984). This inductive strategy involves 
coding units of information by category and simultaneously comparing all the responses of 
corresponding categories in the remaining interviews. Categorizing pulls units of data 
together from each interview that are related to each question and allows the researcher to 
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identify reoccurring ideas. A unit of data could consist of a single word, a sentence, or an 
entire paragraph. Major themes and sub themes were then identified after the unitizing. The 
researcher pulled the first sample of data fi-om the first interview, unitized it, developed an 
outline of themes, and then drew the second sample fi-om the second interview, unitized it, 
added any new themes to the outline, and continued to do so until repetition occurred. All 
transcripts were reviewed in the event any theme was overlooked. An academic peer checked 
a sample of the transcripts in order to verify the themes found by the researcher. 
The final themes and sub-themes of the interviews were those which dominated the 
discussions. These findings served to fulfill the objective to strengthen the quantitative 
portion of the investigation; themes representing retailers' perceptions and concerns were 
incorporated in the survey instrument. 
Quantitative Analvsis 
The quantitative phase of the data analysis consisted of descriptive and preliminary 
analyses followed by analyses for the purpose of hypotheses testing. The SAS statistical 
package was used for the data analysis (SAS Inc., 1990). 
Descriptive Analvsis 
First, simple firequencies, percentages, and means were determined to gain an 
overview of the sample characteristics. Questions analyzed related to the number of years the 
craft business had been in operation, the state in which it was located, the percentage of the 
target market that consists of tourists versus local residents, which craft categories were 
carried in the store, and which category generated the greatest sales volume. Questions 
analyzed related to the background of the business person included years of business 
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experience, gender and level of education, and finally, whether the income of the business was 
primary or supplemental. 
Within the questionnaire, two sections appeared to have the greatest problems for 
respondents: the section on personal values and the section on organizational culture. Many 
respondents used the numbers of 90 or higher for most of their responses among the 18 
personal values. As predicted by the academic reviewers, the scale seemed too complicated 
or confusing to the respondents. Both Kim (1997) and Dickson (1994) discovered a similar 
pattern for the 99-point rating scale. In addition the scale used for responding to the 
organizational culture items was not a 7-point Likert-type scale used in the majority of the 
instrument and may have confused the respondents. 
Factor Analysis 
For the first stage of the quantitative analysis, factor analysis was used to reduce the 
number of items for each of the following variables: criteria for success, business strategy, 
personal values, motivations for starting the business, networking, and work ethic and 
competencies of the business person. The objective of factor analysis is to represent a set of 
items in the form of a smaller number of emergent "hypothetical variables" (Kim & Mueller, 
1978, p. 9). An assumption of factor analysis is that observed variables are linear 
combinations of some underlying hypothetical or unobservable fectors ... "it assumes the 
existence of a system of underlying factors and a system of observed variables" (Kim & 
Mueller, 1978b, p. 8; Kim & Mueller, 1978a). Factor analysis was employed in an 
exploratory manner, in that the researcher did not know or specify beforehand how many 
underlying dimensions or fectors existed for each observed variable (Kim & Mueller, 1978). 
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When used in this exploratory way, factor analysis provides a method for examining the 
interrelationships among the items within each of the major variables of the study. 
The orthogonal rotation technique was conducted first to seek a simple structure 
under an imposed restriction that the factors be orthogonal or uncorrelated and independent 
from each other (Kim & Mueller, 1978a, 1978b). The Promax rotation method of extraction 
was performed next to increase clarity and achieve a better fit while relaxing orthogonality. 
The examination of the conceptual clarity of the items within each fector, the strength of the 
factor loadings, scree-tests, and eigenvalues served in making decisions on how many and 
which factors to retain. Items with factor loadings of .40 or higher with a minimum difierence 
of .20 on other factors were retained to define the factors. Visual examination of the factor 
group placement in the scree-tests was used; the point where a bend in the elbow was evident 
as well as where the fector groups began to cluster more closely rather than as more isolated 
units, was the point used to stop including factor groups. Each factor was given a name based 
upon the salient theme that carried through the items. 
Cronbach's alpha coefBcient of inter-item correlation was calculated for each factor 
grouping to determine the internal reliability (SAS Institute, 1990). A Cronbach's alpha of 
.60 was determined to be the lowest acceptable parameter for internal consistency. Each 
tested for uni-dimensionality. 
Other Analvsis 
The data for the items measuring the organizational culture variable were analyzed by 
determining mean rankings for the four responses relating to each of the four organizational 
culture types as identified by Deshpande, Farley, and Webster (1993): market culture. 
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hierarchical culture, adhocracy culture and clan culture. For example, the rankings for the 
first response on each of the four items were summed and averaged, with a similar procedure 
foUowed for the responses of the three remaining items. 
Cluster Analysis 
Cluster analysis was used for the purpose of developing empirical groupings of craft 
retail businesses. The cluster technique, known as a classification or reduction tool (Malhotra, 
1999), identifies discrete patterns of associations from the sample's responses to the variables 
under consideration. From those patterns, cluster analysis reduces the number of respondents 
into groups of smaUer, more homogenous subgroups or clusters that possess distinct 
characteristics that are related in certain ways, (Punj & Stewart, 1983; Rapkin & Luke, 1993), 
which is unlike factor analysis that reduces the number of variables. Clusters are identified by 
the data, not beforehand, and are more manageable than using individual observations 
(Malhotra, 1999). 
The first step for cluster analysis involved identifying the variables on which the 
clustering was based. Two rounds of clustering was conducted; one using the 14 criteria 
items that craft retailers used in defining success, and another using the three &ctor groups 
formed from the 14 criteria items. Ultimately, the clustering based on the factor groups for 
success criteria were used for fiirther hypothesis testing. The statistical procedure for 
clustering selected by the researcher and statistics consultant was the average linkage method 
which is: 1) a hierarchical method of developing a tree-like structure or hierarchy; 2) an 
agglomerative method in which each object begins as a separate cluster and then groups into 
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larger clusters, and 3) a linkage method where the distance between two clusters is the 
average of the distances between all pairs of objects (MaDiotra, 1999). 
The researcher also ran another hierarchical cluster method, the Ward's procedure, a 
variance method of generating clusters. Ward's method attempts to minimize the within-
cluster variance by computing the means of the variables and then calculating the distance 
among the cluster means (Malhotra, 1999). Both the average linkage method and the Ward's 
procedure are considered hierarchical methods and have shown better information than other 
clustering procedures (Malhotra, 1999). The average linkage method produced a better 
"picture" of the clusters in terms of conceptual clarity from which to identify and determine 
the number of clusters. Clusters formed from the average linkage method were employed for 
the ensuing hypothesis testing. 
Although there are no definitive rules for deciding on the number of clusters to use for 
fluther analysis, the researcher referred to several decision rules. First an examination of the 
"dendograms" for information on the clusters took place. A dendogram is a visual 
representation of clusters commonly used in hierarchical clustering techniques. Development 
of the number of clusters also involved examining where the psuedo F scores (PSF) 
significantly changed in value. 
Analvsis of Variance 
In order to test the research hypotheses concerning the differences among and within 
the clusters of craft retailers, the researcher used the general linear regression model 
(MANOVA and ANOVA) and correlation analysis. The general linear model (GLM) is good 
for comparing group means. 
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Multivariate analysis of variance (MANOVA) is an appropriate process for comparing 
groups using factor scores or other dependent variables simultaneously. The comparison is 
often employed when dependent variables are allowed to be correlated with the independent 
variables (i.e. Promax rotation). The multiple linear regression model is an inferential 
statistics process in that its goal is to test for the significance of the differences between group 
means. However, the difference between an analysis of variance (ANOVA) and a MANOVA 
is that MANOVA uses multiple predictor or criterion variables rather than only one. The 
objective of performing a MANOVA is concerned with determining the differences among 
groups. 
For this study ANOVA was used to compare groups using individual factors rather 
than multiple factor groups as is used in MANOVA. ANOVA is a more versatile and efiBcient 
method than a simple t-test in that it can be used to measure the difference between two or 
more group means simultaneously rather than between only two as in a t-test (Ary, Jacobs, & 
Razavieh, 1990). When the ANOVA indicated differences among the groups, multiple 
comparisons of means tests were performed. The method employed was Fisher's least 
significant difference test. 
Correlation Analysis 
For Hypothesis 3, in order to test the relationships within each retailer group's the 
Pearson correlation coefiBcient was utilized. Correlation measures the degree to which one 
variable is associated with another variable. It is the most widely used statistic method for 
measuring the strength of associations between two variables; in this case, how strongly more 
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successful crafl retailers were related to each of the variables under investigation (Malhotra, 
1999). 
Summary of Statistical Procedures for Testing the Hypotheses 
In summary, statistical procedures for carrying out hypotheses testing were as follows: 
Hypothesis I: 
• Factor analysis of success criteria 
• Cluster analysis of participants using success factors 
Hypothesis 2 
• Factor analysis of competitive strategies, distribution strategies, personal values, 
motivations, networking activities, and work ethic and competencies 
• MANOVAs and ANOVAs to examine differences among clusters and the 
aforementioned variable factor groups and Fisher's (Isd) test of multiple 
comparisons 
Hypothesis 3 
• Correlation analysis to examine within each cluster group of crafl retailers for 
correlations between perceptions of success and the aforementioned variables 
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CHAPTER 4: PRELIMINARY RESULTS 
This chapter presents the findings of the preliminary interviews, data reduction in 
preparation for hypothesis testing, and the results fi-om testing Hypothesis 1 related to 
formation of clusters based on retailers' definitions of success. 
Preliminary Interviews 
The information generated during the preliminary interviews with 12 retailers (10 
women, 2 men) confirmed the existing research literature as well as provided useful 
information for strengthening the questionnaire beyond topics identified in the research 
literature. For example, many participants noted that educating their consumers about crafts, 
the artisan who produced the crafts, and the culture of the southeastern region of the U.S. was 
a commonly used marketing strategy. This strategy was not mentioned in the literature. 
Findings of the Interviews 
A presentation of the major interview themes and sub-themes organized around 
the research questions foUows. 
What inspired or motivated you to start your own craft business? 
Although there was little consistency among the respondent's answers, there was one 
primary theme: respondents were either craftspeople originally or non-craftspersons who 
possessed a love of crafts. Either way, they had a desire to have an outlet to market their own 
crafts or the crafts they loved. Other motivations included: following one's passion, seeing a 
void in the area's marketplace for crafts after extensive travels and visits to craft galleries and 
shops, wanting to make a difference in the art community, wanting to work for themselves 
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instead of other firms, desiring to do one's own thing (fi-eedom), wanting to be close to one's 
family and to spend more time with family, and extending a craft hobby into a business. 
One entrepreneur commented that he was never motivated to start his own craft 
business; rather he attempted to avoid it due to its predicted minimal initial income. However, 
the craft business kept calling to him as a result of his artisan talent; no matter how hard he 
tried to avoid it, he couldn't pull away from it. He described, "There was always this need to 
express myself in an artistic manner and it just expanded into a business." 
As you think about your business today, are your motivations or reasons for being in 
business the same or different than in the past? 
Everyone explained that their current reasons for being in business were the same as 
their original motivations. However, one business owner stated that an additional motive for 
being in business was for educational purposes; to educate people about crafts so they can 
develop an appreciation for them. 
What background skills or personal characteristics do you believe have helped you in 
operating your business? 
The backgrounds brought into the craft business were broad. All retailers had a 
personal passion and/or previous experience with crafts, whether as an artisan or as a 
collector. Professional backgrounds included former businesspeople, teachers, and some with 
medical backgrounds. Those from the business and medical fields credited their management 
skills and business education in their firms' operations. Their business backgrounds also 
assisted them in their accounting, bookkeeping, sales forecasting, buying, inventory control, 
employee operations, and economic analysis. Some commented that they possessed a good 
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business sense, a good eye for salable products and store displays, and a consumer orientation. 
Creativity was mentioned by several retailers as a characteristic that was helpful in operating 
their business. 
Personal characteristics cited included: ability to work long hours, frugality, creativity 
in interior store design and merchandising, as well as in advertising and promotion, and 
exceptional people skills. Other characteristics mentioned frequently by the participants that 
have helped them included networking, having a mentor or guide, being able to deal with the 
public, and having had previous experience in the craft industry and a passion for what they 
were doing. 
What kind of business planning did you engage in prior to opening your business? Are 
you following a business plan now? 
Retailers' responses indicated that they may have misinterpreted a formal written 
business plan for goals they set out to achieve. Only one small craft entrepreneur had engaged 
in formal business planning prior to opening. She hired an accountant to assist her in 
developing a plan and presented it to a bank for a loan. No other craft retailer developed a 
business plan prior to opening the business. 
Several entrepreneurs were presently following an informal business plan or pursuing 
business goals. One commented that "flexibility" was of key importance due to the need to 
change as the needs of the consumers change. Another retailer said, 
"My business plan is solely to provide support for the artisans of the Southern 
Appalachian region and to make a profit after my seventh year in business". 
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The majority said tiiat nothing was written down in a formal document. Several 
retailers were involved in sales forecasting. One craft artisan/retailer provided this 
perspective, 
"I am an artisan originally. The only thing that I can say that was close to ijeing a 
business plan was the goal of opening a retail store. As I get older I am finding it 
more and more work to take heavy pottery to craft shows and other galleries, so with 
a retail store, customers now come to me. Also by going retail I gained 40-50% more 
money 
that would normally be lost by wholesaling to other galleries and retailers." 
What is it about crafts, in particular, that made you decide to carry them in your 
product assortment? 
Unanimously each entrepreneur had been previously involved with crafts, either as a 
producer or consumer. Each knew that he or she wanted to be involved with crafts in a 
business capacity. Additionally, every retailer commented on the uniqueness, individuality, 
and hand-made element of crafts that inspired them to carry them in their product assortment. 
Passion and love of crafts was voiced frequently. 
What is it that you, yourself, feel about crafts and working with crafts? What meaning 
do crafts provide you? 
Every entrepreneur commented on the special meaning crafts had by being hand-made, 
a vehicle for creative expression, unique amidst a proliferation of mass-produced products in 
the marketplace, and a connection to the artisan who produced the object. One entrepreneur 
from a medical background explained the special significance that crafts had with her as a 
result of seeing the therapeutic value of crafts for people in therapy. Another craft retailer 
commented that it was meaningftil to him to "make design statements about himself in his 
work." 
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Describe your outlook or orientation towards your employees. What kind of working 
environment do you strive to achieve in your business for your employees? 
Most of the smaU craft retailers were not only the owner/operators but were primarily 
the entire staff as well. Only four retailers had a paid employee or two at the most working 
for them. None of the retailers had attempted to achieve any particular type of working 
environment other than expecting their employees to: 1) share an interest or love of crafts and 
art, 2) be knowledgeable about the products and what is new in inventory, 3) be able to 
educate customers about crafts and the artisans, and 4) be able to sell. One entrepreneur 
expressed personal concern about a long-term employee that had recently become non­
productive, 
"We have one problem with an employee who has been with us for so long. Health 
problems have caught up with her...life-threatening issues, I'm not going to turn this 
person out because it would be devastating to her; she is frightened, she is in a panic 
about what she's going to do. So what does that make me? A new age, far-out, 
hberal? She's not going to last much longer, so it's better that she go out with a good 
feeling than not." 
Describe your outlook or orientation towards your consumers. What kind of shopping 
environment do you strive to achieve in your business for your consumers? 
A strong theme among the retailers was the goal of establishing and maintaining a 
friendly, casual, comfortable environment for their customers. Customers are acknowledged, 
greeted, and engaged in conversations rather than approached with a hard sell strategy upon 
entrance to the store. Retailers were responsive and sensitive to their customers and listened 
to their requests for products. One retailer commented that, 
"Our customers are part of our family. They know that we don't just expect them to 
buy when they come in. We just want them to come in and look sometimes...relax, 
chill out, if you're stressed out, come on down and we'll put some great music on." 
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Another retailer remarked on the sensory qualities she created in the store such as the 
use of hand made display cases, soft music, and water ponds with water plants. An 
overwhelming theme among the retailers towards their customers was the importance of 
educating consumers about crafts and the artisans. 
In your own words, what factors contribute to defining success for your business; what 
does success mean to you? 
A unanimous theme stressed that intrinsic rewards helped the craft retailers feel 
successful. One said, "Personal gratification or the personal desire to get crafts out to the 
public is partially what success is to me." Another retailer remarked that success v/as "not so 
much staying in touch with the dollar as it is with staying in touch with people." Still another 
commented that success was 
"To be part of the community and make a difference, to be known by others in the 
business. I mean, if you are in New York or Washington, DC and you open up a craft 
store, well, so what? There's a million other galleries and big names there. Here it is a 
smaller community and a need existed. We're filling a hole in a growing area. Even 
Asheville, North Carolina would be a tough place because the market is really 
saturated there." 
Personal success criteria also included, "Following our dreams", "Overcoming the fear 
to do what you really want to do in your heart and soul", and "How you feel about your life; if 
you have a positive feeling about your life then you're successfiil". One woman stated, 
"It's just very simple. The money comes as a result of the personal care shown to our 
customers first. We're real happy when we make money, but that is not the ultimate 
focus here. You know we sort of feel like we have a mission for this area, for the 
people, the aspiring artisans, and the kids who are taking pottery lessons that are 
getting so excited. See there's another mission here and we're not himgry. We're not 
making a million dollars but we're makii^ a good living. This is our missiott" 
Another retailer said. 
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"Economics certainly is a factor in success, but it is not the primary factor. Everyone 
knows that there are a lot of people that are economically successful but that hate their 
lives ... they are not successful. I personally feel that I have been successful from the 
very beginning, even though I have received shut-ofF notices from the utility 
companies and ate a lot of peanut butter sandwiches." 
Still another commented that success to him was "satisfaction with your life", 
"Not satisfaction as it sounds, not satisfaction with where you are in life, but a 
satisfaction with hope in seeing that you are still growing personally...! think that if 
you ever become satisfied then you die." 
Half of the retailers stressed that the generation of sales and revenue was how they 
defined success. One commented, "You want to make money, even though we realize that we 
aren't going to become millionaires in this field." 
What particular strategies are you incorporating in your business to achieve success as 
you deflne it? 
A recurring theme by the majority of retailers related to product assortment of crafts. 
They responded that continually adding new, fresh products and new artisans to their 
merchandise assortment, while also eliminating non-selling product, was critical for success. 
Only one commented on maintaining a low inventory and attempting to incorporate some 
"Just-In-Time (JIT)" inventory management. The difficulty behind incorporating JIT 
inventory control is that craft products are not "basic" products held in artisans' inventories 
readily available for purchase by the retailer. Each craft product is unique due to its hand 
production and takes considerable amount of time to produce. Several said that they had to 
over-order craft products from the artisans due to "their unpredictability" in production and 
delivery in order for the retailer to have an adequate inventory in stock. Carrying a focused 
product assortment that satisfies their target market was an important product strategy. Many 
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commented on their increased efforts to expand into the interiors and home furnishings 
market. 
In terms of their consumer strategy, understanding their target market is critical in 
order to develop marketing strategies for distinct market segments. One craft retailer said, 
"There is the souvenir shopper who has to buy something that day and it usually costs 
about $10.00 and under. Then I have a gift buyer who buys for birthdays, weddings, 
or whatever occasion and the price they are willing to pay is usually $40.00 and under. 
Then you have consumers who buy for their significant person or spouse and you can 
usually figure around the $100.00 range. Finally, I have people who buy crafts for 
their home and they can go up to and over $500.00. So I purposely try to have several 
alternative product offerings in each of those categories." 
Pricing strategies seemed varied. The most common theme was to keep prices fair and 
afibrdable. There was little consistency in pricing, in that several of the retailers offered crafts 
in a wide price range firom $5.00 to $500.00 or even $15.00 to $1,000.00. 
For distribution strategies a common theme for every retailer was selling at several 
craft shows annually, or participating in local community events such as gallery shows and 
garden shows. One-fourth of the craft retailers had a Web page on the Internet for 
distributing products out of their immediate vicinity. 
Advertising strategies were the most challenging strategy and received mostly negative 
comments. The majority do not use advertising due to its expense. Only one retailer 
advertised in a glossy art gallery publication; several used fliers, newsletters, and brochures to 
mail to their target market and/or have at the firont door for customers to pick up; and one 
advertised in the Sunday paper twice a month featuring different artisans each time. One 
retailer advertised in the newspaper classifieds to be different and unique. Almost all of the 
retailers maintained mailing lists to communicate to their customers. Many were involved in 
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holding public relations events to get people into the shops and to increase the store's 
exposure. Those retailers who had Web pages on the Internet used their sites for advertising 
as well. 
Unanimously every retafler commented that a strategy that contributes to success is in 
regard to education. Successful craft retailers made every effort to educate their consumers 
and themselves about crafts, the production process, the artisans, and the region's culture and 
history of craft production. Developing relationships with consumers and artisans was also a 
reoccurring theme. One craft retailer stated, 
"I personally get to know the artisans and keep it in the back of my mind what is going 
on in their lives such as family issues, health issues or production issues...anything that 
might affect their production ability. I try to establish a network with the artisans and 
a relationship with them." 
What types of networking activities do you engage in and what is their effect on your 
business success? 
Every retailer was involved with networking on some level in terms of helping achieve 
business success. All spoke positively about the results of networking. Links for networking 
included: local downtown merchant guilds and associations, chambers of commerce, craft 
events, and talking with and exchanging ideas with other businesses not only in the region but 
in different parts of the U.S. One retailer stated, 
"I and another craft retailer share our mailing lists and do events together. Even 
though she is my biggest competition, we have a working relationship with each other 
and have agreed not to carry each other's products. We help each other out." 
Another craft retailer commented, 
"You talk to people and you connect. You know the people who will come and help 
you and share their ideas. Likewise you share your ideas and you go help others in the 
business." 
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What do you consider your biggest challenges In running your business? 
Over half of the retaflers responded that a great challenge was working with artisans' 
lack of reliability. 
"Artisans are very independent people and they'll produce when they feel like it, like 
maybe when they need some money. Sometimes you just never know if youH have 
products delivered from some of them. It's challenging when you have to constantly 
keep your inventory new and fresh." 
Other strong challenges were: achieving and maintaining visibility of the store; 
keeping the store name "out there"; breaking even and making a profit; advertising and 
promoting smartly, inexpensively, yet effectively; and keeping up with the changing needs and 
wants of their customers. 
What brings you the greatest personal satisfaction from your business? 
Overwhelmingly throughout the interviews, the responses centered on a human (or 
personal or social) element for providing personal satisfaction in conducting their business. 
Craft retailers claimed that they enjoy the socialization with people and the public. Retailers 
commented that they gained personal satisfaction when customers were "simply thrilled with 
what they bought". One craft retailer commented that it was 
"the excitement you see in people's eyes, the joy they feel when you tell them the 
stories of the artisans. The excitement of when people tell you that they have traveled 
all over the world and that this is one of the finest shops they've ever been in." 
Other comments included, 
"When people come from Atlanta and say that although there are beautifijl stores in 
Atlanta, there is a different 'feel' in this shop. It's things like that that help you know 
that you're doing something right." 
"It comes from ciistomers coming in and saying "Wow, this is a great shop!' You may 
be having a down day and wonder why you're doing this. And then that happens. 
83 
This is so much work. There are periods in any marketing or retailing business where 
you have slower or busier times and then in the summer you might not sell a thing for 
a couple days. And you wonder how are you going to pay the bills? What's wrong 
with this picture? And then people come in from California or Michigan or 
somewhere else and say this is such a gorgeous store. It's that kind of feedback that 
you get from people that give tremendous personal satisfaction." 
Often retailers commented about the recognition that they gained from the craft 
industry as well. For example a craft retafler stated, 
"We were nominated for one of the Rosen's NICHE magazine awards this year for 
being one of the top 100 craft retailers in the U.S. We did not win any award, but we 
were nominated. I felt a lot of personal satisfaction from this recognition." 
Interview Responses and Survey Item Development 
The responses from the preliminary interviews were used to develop items for 
supplementing sections of the questionnaire on business success criteria, business strategy, 
motivation, networking, and work ethic and competencies of the business person. These 
items were intended to confirm existing ideas from the literature or to add themes expressed 
by the retailers. Questions related to defining success from scholarly research tapped success 
as defined in both intrinsic and extrinsic ways (Kuratko, Homsby, & Nafeiger, 1997). 
Success criteria included having control over one's destiny, personal satisfaction in OA^Tiing 
one's own business, recognition, accomplishment, and autonomy. Scholarly research findings 
also concluded that craft businesses view financial success as less important than the personal 
criteria. Included in those definitions were the preservation and elevation of the craft 
tradition, reinforcement of cultural identity (Littrell & Dickson, 1998), artistic creativity, and 
pleasure obtained from working with crafts (Saylor, 1987). Interview themes on defining 
success confirmed the previous research; items defining success in a variety of ways were 
developed to reflect these research findings. 
84 
The development of items for measuring competitive strategies used to achieve 
success resulted from Porter's theory on competitive strategy. Porter's model containing cost 
leadership as a strategy was the foundation for items related to pricing. Items related to a 
retailer's product assortment strategy were also grounded in Porter's remaining two strategies 
of focus and differentiation. Interview findings confirmed Porter's theory in that low pricing 
was not a commonly used strategy whereas the strategies of focus and differentiation were 
preferred by the craft retailers. Several items related to competitive strategy were created as a 
result of the preliminary interviews and not the scholarly literature. Those items addressed 
educating consumers about the region's culture, crafts and/or craft artisans as a business 
strategy. The items relating to distribution strategies beyond the boundaries of the store itself 
originated from the interview discussions as well. Specifically, those distribution strategies 
included offering crafts for sale through craft fairs and/or shows, mail order catalogs, 
community events, and the Internet. 
Questionnaire Response Rate 
Of the 1000 questionnaires mailed, 196 (19%) were returned non-deliverable due to 
several factors; the address was incorrect or over one year old and non-forwardable, or the 
business was closed. Several respondents, totaling 54 (.054 %), sent the questionnaire back 
incomplete with statements written on the inside front cover. Reasons given for not 
completing the questionnaire included that the retailer did not wish to participate in the 
research, had closed the retail end of the business with no disclosure for the reason for 
closure, or had returned to the production of crafts alone. From the remaining 750 
questionnaires, 278 were completed and returned for a response rate of 38%. The initial 
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response rate from the first mailing and reminder post card was 21%. After the second 
questionnaire was mailed out, the response rate increased by 17%, which brought the total 
response rate up to 38%. 
Several respondents commented on the inside of the questionnaire that the instrument 
was too complicated and too lengthy. One respondent wrote that it took her one hour to 
complete, a time commitment which contrasted strongly with the pre-test groups who 
averaged 20 minutes for completing the survey. Other respondents said that the months of 
April and May are part of the busiest time of year for them to take time away from running 
their businesses to fill out a questionnaire. One retailer wrote that she was too busy and 
considered it to be "just some more paperwork". The statistician for this investigation also 
remarked that the instrument's length could have been a possible negative factor, especially 
when mailed out to businesspeople that may have less time to participate. 
Because the two separate survey mailings produced two different groups of 
respondents a wave analysis to test for non-response bias was conducted. The two groups 
were compared using chi-square and t-tests to determine if any differences existed in their 
demographic characteristics. The groups displayed no significant difierences (see Table 4.1). 
Sample Characteristics 
Demographics 
Respondents' demographic characteristics are summarized in Table 4.2. A typical 
craft retailer in the mail survey was female. Craft retailers worked as few as ten hours per 
week up to 93 hours per week. On average, the retailers worked 46 hours per week. 
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Table 4.1 Comparison of First and Second Respondent Groups 
Response Group #1 Response Group #2 Chi-Square 
Owner 89% 95% .054 
Manager 11 5 
Business started by self 53% 60% .256 
Business purchased 47 40 
Male 26% 23% .528 
Female 74 77 
Education 
Elementary school 0% 2% .059 
High school 11 8 
1 - 3 years college/vocational 33 35 
Bachelors degree 31 28 
Some graduate school 8 12 
A graduate degree 
M.S. 12 10 
M.B.A. 2 3 
Ph.D. or Ed.D. 3 2 
Primary Income 44% 56% .061 
Supplementary Income 39 61 
Mean Mean 
Years of business operation 11.59 11.75 
# of Part-time employees 2.04 I.3I 
# of Full-time employees 1.14 .75 
Hours worked weekly 46.16 45.33 
# Years Business Experience 17.50 17.47 
Business experience of the craft retailers ranged from just starting out with one year up to 50 
years of experience. The average business experience possessed by the craft retailers was 
17.5 years. 
Education levels ranged from completing elementary school to earning a graduate 
degree. More than one-third (37%) of the retailers had some college education and one-third 
(33%) possessed a Bachelor's degree. For a little over one-half (57.2%), the income of the 
craft businesses was supplemental to another household income. For the remainder, the retail 
income was the primary household income. 
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In describing the businesses, 91.4% were owners of the craft retail business and 8.6% 
were either managers or members of a cooperative retail firm. The craft retail firms had been 
in operation between one and 35 years; the average years of operation were 12 years. 
Nearly equal numbers of questionnaires were originally mafled to each of the nine 
southeastern U.S. states included in the sample; however, response rates varied. The greatest 
portion of respondents was from North Carolina at 28.1%, followed by Virginia at 16.5%, 
and Maryland at 13.3%. Alabama had the lowest amount of respondents at 3.6%. In 
describing the importance of crafts to her state, one respondent offered an unsolicited 
comment in her returned questionnaire, "Crafts are the life-blood of the people of Western 
North Carolina...we take this very seriously." 
Ninety percent of craft retail firms were started by the person responding, whereas the 
remainder were either purchased from previous owners or were cooperatives started by a 
group of people. Craft retailers were more likely to employ a part-time staff than fiill-time 
staff. Two-thirds of the retailers had no part-time staff or employed one part-time employee 
and no fiill-time employees. On average craft retailers had 1.4 part-time employees and .9 
fiill-time employees. 
Tourists were most often defined as accounting for up to one-fourth of the craft 
retailers' target market. The overall average for tourists in the target market was slightly over 
half (54%). On the other hand, local residents were reported by nearly one-third of the craft 
retailers as comprising over 75% of their target market. The average for local residents of the 
total target market was 46%. 
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Table 4.2 Demographic Description of Respondents 
Characteristic Frequency Percent 
N=278 
Gender 
Female 
Male 
208 
70 
74.8 
25.2 
Years of business experience 
I-10 years 79 
II-20 years 105 
21-30 years 74 
31-40 years 16 
41-50 years 4 
Education Level 
Elementary School (Grades 1-8) 2 
High School (Grades 9-12) 35 
I to 3 years Technical, 
Vocational, or College 102 
Bachelors Degree 95 
Some Graduate School 33 
A Graduate Degree 
M.S.orM.A. 11 
M.B.A. 2 
Ph.D or Ed.D 3 
28.4 
37.7 
26.8 
5.8 
1.3 
.7 
12.0 
36.9 
33.0 
11.8 
3.9 
.7 
1.0 
Income of Store 
Primary 
Supplemental 
Owner vs. Manager 
Owners 
Managers 
Years of Operation 
I-10 years 
II-20 years 
21-30 years 
>30 years 
119 
159 
254 
24 
144 
87 
43 
4 
42.8 
57.2 
91.4 
8.6 
51.8 
31.3 
15.4 
1.5 
89 
Table 4.2 (continued) 
Characteristic Frequency Percent 
N=278 
Weekly # of Hours Worked 
10-20 hours 
21-30 hours 
31-40 hours 
41-50 hours 
51-60 hours 
61-70 hours 
71-80 hours 
81-90 hours 
> 90 hours 
22 
40 
58 
64 
63 
18 
8 
2 
3 
7.9 
14.4 
20.9 
23.0 
22.7 
6.6 
2.9 
.6 
1.0 
State Location 
Maryland 
West Virginia 
Virginia 
Kentucky 
Tennessee 
North Carolina 
South Carolina 
Georgia 
Alabama 
37 
19 
46 
18 
27 
78 
17 
26 
10 
13.3 
6.8 
16.5 
6.5 
9.7 
28.1 
6.1 
9.4 
3.6 
Employees 
# Part-time 0 
1 
2 
3 
4 
5 
6-15 
125 
64 
34 
14 
9 
6 
26 
45.0 
23.0 
12.2 
5.0 
3.2 
2.2 
9.4 
# Full-time 0 
1 
2 
3 
4 
5 
6 
8-15 
176 
53 
13 
9 
8 
4 
8 
7 
63.3 
19.1 
4.7 
3.2 
2.9 
1.4 
2.9 
2.5 
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Table 4.2 (continued) 
Characteristic Frequency Percent 
___ 
Target market 
Tourists 
0- 25% 109 39.3 
26- 50% 67 24.0 
51 - 75% 46 16.6 
76- 100% 56 20.1 
Local residents 
0 - 25% 70 25.3 
26 - 50% 78 28.0 
51-75% 42 15.1 
76-100% 88 31.6 
Product assortment 
Fiber (decorative) 123 44.2 
Fiber (wearable) 93 33.5 
Pottery and ceramics 210 75.5 
Basketry 116 41.7 
Wood 150 54.0 
Metal 110 39.6 
Glass 130 46.8 
Jewelry 123 44.2 
Sales volume 
Fiber (decorative) 41 14.7 
Fiber (wearable) 13 4.6 
Pottery and ceramics 116 41.8 
Basketry 18 6.4 
Wood 34 12.2 
Metal 13 4.6 
Glass 8 2.8 
Jewelry 33 11.9 
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Store product assortments were dominated by the presence of pottery and ceramics at 
75.5 % of the stores, followed by wood at 54%. Wearable fiber products were carried by 
33.5% of the craft retailers and decorative fiber products were present in 44.2% of the stores. 
The craft category with the greatest sales volume was pottery and ceramics at 40.6%, 
followed by decorative fiber at 14%. Wearable fiber represented higher sales volume for only 
3.6% of the retailers. 
Tourists were most often defined as accounting for up to one-fourth of the craft 
retailers' target market. The overall average for tourists in the target market was slightly over 
half (54%). On the other hand, local residents were reported by nearly one-third of the craft 
retailers as comprising over 75% of their target market. The average for local residents of the 
total target market was 46%. 
Factor Analysis 
A separate factor analysis was conducted to examine underlying dimensions for each 
of the following variables: success criteria, business strategy, personal values, motivation, 
networking, and work ethic and competencies of the business person. Names were given to 
the factors based on the conceptual themes identified fi-om items with the strongest factor 
loadings. 
Success 
Factor analysis of success criteria generated three factors among the 14 success items. 
The factor items and their factor loadings are shown in Table 4.3. The three factors 
represented 94.3% of the total variance in criteria for success. The factor loadings 
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Table 4.3 Factors for Success Criteria 
Factor Title and Items Factor Loadings 
Satisfaction of Goals 
Achieving personal happiness and fulfillment 83 
Having independence and control over my life 78 
Feeling satisfied with owning my own business 72 
Exceeding customer expectations 64 
Balancing family/personal life with work 60 
Achieving sales growth or increased profit 55 
Cronbach's alpha=.il 
m= 6.19 
Craft and Cultural Orientation 
Reinforcing the region's cultural identity 70 
Providing a differentiated product or service 63 
Preserving and elevating the craft tradition 60 
Gaining a positive reputation in the community with 
consumers and the within the craft industry 57 
Cronbach's alpha=.%\ 
m = 5.91 
Personal Expression 
Receiving personal gratification of working %vith crafts 72 
Expressing my skills or talents 56 
Cronbach's alpha-.1\ 
m = 6.10 
Items not used: 
Helping others 
Incorporating personal values and belief into work 
Total Percent of Variance = 94.3% 
Mean (m) determined by responses on a 1 to 7-point Likert-type scale 
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ranged from .55 to .83. The first factor was named Satisfaction of Goals, because items 
described craft retailers' definition of success in terms of satisfying either a personal or 
business goal. The second factor. Craft and Cultural Orientation, contains items that depict 
retailers' efforts towards reinforcing the Southeastern U.S. region's cultural identity or 
preserving the craft tradition as ways of defining success. The third factor was labeled 
Personal Expression as it reflected the retailers' desire to express themselves or to receive a 
personal reward fi-om working with crafts. Cronbach's alpha coeflBcients of reliability were 
.87, .81, and .71 for the three factors respectively. Each factor exceeded acceptable levels of 
reliability (>.60). The three success factor groups were used for subsequent analysis. 
Competitive Business Strateev 
Three factors were elicited for craft retailers' business strategies that represented 
89.6% of the total variance (see Table 4.4). The factor loadings ranged from .42 to .77. The 
first factor, titled Consumer Orientation and Specialization, encompassed concepts dealing 
with consumers or with product diflferentiation. Consumer education about the craft products 
and the region's culture was closely associated. This factor paralleled the retailers' comments 
on an "educational" strategy made in the preliminary interviews. The second factor, 
Commimications, pertained to marketing communication strategies such as the use of 
advertising, newsletters, flyers, or brochures. The third factor. Market Segmentation and 
Research stressed the use of consumer research and serving specific market segments. 
Cronbach's alpha coefficients were .76, .76, and .66 for the three factors respectively. 
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Table 4.4 Factors for Competitive Business Strategy 
Factor Title and Items Factor Loadings 
Consumer Orientation and Specialization 
Ensuring customer service and satisfection 77 
Educating consumers about crafts and/or craft artisans 70 
Ofifering a product differentiated from competitors 69 
Providing specialty products/services 55 
Educating consumers about the regions culture 42 
Cronbach's alphas.16 
m = 5.80 
Communication 
Advertising 71 
Distributing newsletters, flyers, or brochures to consumers 67 
Cronbach's alpha=.16 
m = 5.00 
Market Segmentation and Research 
Serving special geographic markets 63 
Serving special customer groups 53 
Using consumer research 47 
Cronbach's alpha=.66 
m = 4.41 
Items not used: 
Positioning the business with a desired im^e 
Pricing products competitively 
Offering a focused or narrow range of products 
Stocking products in lower price ranges 
Total Percent of Variance = 89.6% 
Mean (m) determined by responses on a 1 to 7-point Likert-type scale 
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Distribution 
Factor analysis of distribution activities resulted in two factors from the five 
distribution items (see Table 4.5). The two factors represented 93.5% of the total variance in 
distribution activities. The factor loadings ranged from .42 to .66. The first factor labeled 
Local Distribution revealed two related forms of distribution, both outside of the store at 
community events or craft fairs or shows. The second factor. Long Distance Distribution, 
represented methods of non-store distribution for locations farther away from the store's 
vicinity where it would not be possible for consumers to physically examine the craft products. 
These included the use of mail order catalogs and the Internet. Cronbach's alpha coefiBcients 
of reliability were .73 and .50 respectively. The Long-Distance Distribution factor displayed a 
relatively low alpha. For newly developed research instruments an alpha level of .50 to .60 is 
considered adequate (Nunnally, 1967). 
Table 4.5 Factors for Distribution 
Factor Title and Items Factor Loadings 
Local Distribution 
Community events where products are ofiered ft)r sale 66 
Craft fairs or shows 65 
Cronbach's alpha=J3 
m = 2.05 
Long Distance Distribution 
Mail order catalog 
The Internet 
Cronbach's alpha—.50 
m= 1.56 
43 
42 
Total Percent of Variance = 93.5% 
Mean (jm) detemained by responses on a I to 5-point Likert-type scale 
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Personal Values 
A three-factor solution resulted in the most meaningful factors related to personal 
values (see Table 4.6). The three factors represented 86.3% of the total variance in personal 
values and the factor loadings ranged from .46 to .88. Items with a greater tendency toward 
internal states of being loaded heavily on the first factor, entitled Inner-Directed. Those 
internally focused values included values such as self-respect, irmer harmony, happiness, 
freedom, and w^om. The second factor. Hedonism, reflected an orientation towards gaining 
something outside of oneself that would provide pleasure, such as social recognition, national 
security, a comfortable life, or an exciting life. The third and final factor. Global Perspective 
encompassed two larger societal concepts of valuing a world at peace or with beauty. Inner-
Directed and Hedonism factors represent beliefe that desirable end-states result from personal 
benefits, while Global Perspectives reflect end-states results from more collective benefits 
(Kim, 1997). Cronbach's alpha coefiBcients for these factors were .89, .81, and .84 
respectively. Each factor met acceptable levels of reliability (>.60). 
Construct validity of the scale was substantiated by cross-exaniining consistency vidth 
the factors identified by Kim (1997). In comparing Kim's factors on personal vdues, three 
similar factor themes were discovered. Slight differences exist in that for this research the 
Inner-Directed factor included additional concepts of freedom and happiness, the Hedonism 
factor included national security and an exciting life, and finally, the Global Values fector 
included a world of peace and a world of beauty alone. 
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Table 4.6 Factors for Personal Values 
Factor Title and Items Factor Loadings 
Inner-Directed 
Self-respect 88 
Inner harmony 87 
Happiness 82 
Freedom 76 
Wisdom 70 
Cronbach's alpha=.%9 
m = 85.45 
Hedonism 
Social recogmtion 64 
National security 59 
A comfortable life 55 
An exciting life 55 
Cronbach's alpha=.%\ 
m = 67.89 
Global Perspective 
A world at peace 72 
A world of beauty 71 
Cronbach's alpha=.%A 
rn = 77.53 
Items not used: 
A sense of accomplishment 
Equality 
Family security 
Mature love 
Pleasure 
True friendship 
Salvation 
Total Percent of Variance = 86.3% 
Mean (gi) detennined by responses on a 1 to 99-point scale 
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Motivations 
Two motivation factors were extracted from the five items and accounted for 90.3% 
of the total variance (see Table 4.7). The factor loadings ranged fi-om .43 to .75. The first 
factor, which emerged. Financial, loaded heavily on items related to a desire to fulfill an 
economic or financial need or a desire to make money. The second factor, called Passion for 
Crafl, contained items which represented a positive association with crafts, whether that was 
having a love or passion for crafl and wanting to be involved with it or having had a previous 
crafl hobby and wanting to expand the hobby into a business. Cronbach's alpha coefficients 
were .73 and .46 respectively. Because this measure was newly developed, the low reliability 
of the Passion for Crafl factor may not be as questionable (Nunnally, 1967). 
Table 4.7 Factors for Motivations 
Factor Title and Items Factor Loadings 
Financial 
A desire to fulfill an economic or financial need 75 
A desire to make money 67 
Cronbach's alpha=J3 
m = 5.39 
Passion for craft 
A love or passion for crafl and wanting to be involved with it 50 
Having had a previous crafl hobby and wanting to 
Expand it into a business 43 
Cronbach's alpha=A6 
m = 6.09 
Item not used: 
Wanting to own my own business fi)r personal satisfection 
Total Percent of Variance = 90.3% 
Mean (m) determined by responses on a 1 to 7-point Likert-type scale 
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Networking 
Factor analysis of networking resulted in three factors representing 94.9% of the total 
variance with factor loadings ranged from .43 to .68 (see Table 4.8). The first factor labeled 
Business Peers reflected craft retailers' tendency to network with fellow associates in the craft 
and business environment. These connections included craft artisans, other businesspeople, 
business associations, the Internet, and attendance at trade fairs and shows. The second 
factor. Consultants and Trainers, had a distinctive educational overtone that included meeting 
consultants, attending business seminars and meeting wath small business development centers. 
The third factor. Friends and Family, stressed the importance of discussing important 
decisions with friends and relatives. Cronbach's alpha coeflBcients were .76, .64, and .69 
respectively. 
Business Person Work Ethic and Competencies 
Three factors of business person characteristics emerged (see Table 4.9). The three 
factors represented 91.3% of the total variance and exhibited fector loadings ranging from .52 
to .79. The first factor. Creative Work Ethic, encompassed characteristics that emphasized a 
combination of innovativeness and personal drive. The characteristics included working hard, 
creativity, personal ambition, and visual display. The second factor focused on business 
practices and was entitled Strategizdng. Characteristics of this fector group described 
employee supervision, forecasting trends, the ability to assess consimier wants and needs, 
promotion and advertising, and pricing. The third factor, Financial Management, reflected the 
retailers' competencies towards managing financial affairs, and having business and math 
skills. Cronbach's alpha coeflBcients of reliability were .80, .82, and .72 respectively. 
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Table 4.8 Factors from Networking 
Factor Title and Items 
Business Peers 
Factor Loadings 
Meeting with craft artisans 65 
Talking with other business persons 61 
Meetings through business associations 58 
Acquiring information from Internet Web sites 55 
Attending trade fairs and shows 43 
Cronbach's alpha=.16 
m = 2.47 
Consultants and Trainers 
Meeting with outside consultants 67 
Attending business seminars 56 
Meeting with small business development centers 48 
Cronbach's alpha=.6A 
m= 1.58 
Friends and Family 
Discussing important decisions with friends 68 
Discussing important decisions with relatives 62 
Cronbach's alpha=.69 
m = 2.93 
Items not used: 
Meeting at social engagements 
Contacting art galleries 
Contacting banks or financial institutions 
Total Percent of Variance = 94.9% 
Mean (m) determined by responses on a 1 to 7-point Likert-type scale 
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Table 4.9 Factors from Business Person Work Ethic and Competencies 
Factor Title and Items Factor Loadings 
Creative Work Ethic 
Working hard 79 
Creativity and innovativeness 74 
Personal ambition 61 
Visual display 52 
Cronbach's alpha=.80 
rri=5.83 
Strategizing 
Employee supervision 68 
Forecasting trends 63 
Assessing consumer needs and wants 57 
Promotion and advertising 56 
Pricing 54 
Cronbach's alpha=.%2 
m = 5.\2 
Financial Management 
Managing financial matters 78 
Business skills 71 
Math 55 
Cronbach's alpha=.12 
m = 5.15 
Items not used: 
Buying the right product at the right time 
Business planning 
Total Percent of Variance = 91.3% 
Mean (m) determined by responses on a 1 to 7-point Likert-type scale 
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Other Analyses 
Success 
Descriptive statistics were used to analyze craft retailers' perception of their own 
personal level of success (Q12) based on the criteria they considered most important in 
defining success (Q22). Frequencies and percentages revealed that retailers on average 
perceived themselves somewhere between "somewhat successfiil" and "successfiil" (m=5,8) 
(see Table 4.10). 
Table 4.10 Craft retailers' perception of their own level of success 
Level of Success Frequency Percent 
Very Unsuccessfiil 3 LI 
Unsuccessfixl 2 0.7 
Somewhat Unsuccessful 5 1.8 
Neither Unsuccessfiil or Successfiil 11 3.9 
Somewhat Successfiil 55 19.8 
Successfiil 129 46.4 
Very Successfiil 73 26.3 
Product Assortment and Pricing Strategies 
Craft retailers' strategies for product assortment and pricing are presented in Table 
4.11. The majority of craft retailers had a focused product assortment in that on average 87% 
of the store merchandise was crafts (Q14). Seventy-three percent of the product assortments 
included crafts produced fi'om the southeastern region of the United States (Q15). The results 
on craft retailers product assortment of carrying featuring predominantly crafts and those 
produced fi-om the southeastern region coincide with Porter's 'focused' strategy in which 
firms offer a more specialized product line (Porter, 1980). Retailers reported that over half of 
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Table 4.11 Craft retailers strategies for product assortment and pricing 
Strategy Percentage 
Craft products 87% 
Non-craft products 13 
SE regional crafts 73% 
Other U.S. regional crafts 20 
International crafts 07 
Crafts unique to store 60% 
Crafts similar to other stores 40 
Higher quality crafts 69% 
Average/Moderate quality crafts 27 
Lower quality crafts 04 
High prices 23% 
Moderate prices 64 
Low prices 13 
the craft products (60%) they carried in their assortments were unique to their store alone 
(Q16). Higher quality crafts (70%) were the majority represented in assortments by the 
retailers (Q17). On the other hand, low quality craft products comprised only 4.3% of the 
product assortments. The findings related to product quality coincide with Porter's 
'differentiation' strategy that guides a firm in ofiering quality products (Porter, 1980). 
The most common price range for craft products was in the moderate price category 
(64%) (Q18). Nearly one-fourth (23%) of the crafts were priced at the higher end. This self-
reporting of pricing and level of product quality go hand in hand as higher quality products 
have a greater tendency to command higher prices. Most craft retailers did not use Porter's 
cost leadership strategy of oflfering products at lower prices for competitive advantage, yet 
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they do have a stronger emphasis on a focused product assortment of high quality crafts from 
the southeastern United States. These results indicating that craft retailers offer a 
predominantly specialized craft product line and feature quality craft products, yet at the same 
time offer crafts at moderate to high prices, parallel Porter's position that businesses 
implement one or two strategies to achieve success (Porter, 1980). 
Simple frequencies and percentages were used to describe the craft retailers' 
merchandising activities (Q20). Over one-half of the craft retailers created a unique store 
ambience or environment as a strategy to help them achieve their goals (51.1%). Twenty-
three percent used creative visual displays of crafts. In contrast 26% chose to have a very 
simple environment within in the store with no strong display focus. 
Most retailers did not have a written business plan at the start-up of the craft business 
(68.4%). Presently almost one-third (32%) of those who did not have a business plan at start­
up had a plan in place and were using it. However, 68% of the craft retailers still had not 
developed a business plan. 
Organizational Culture 
The section on organizational culture (Q25-28) was measured using a revised version 
of the rating methods used by the Deshpande et al. (1993) study on which this portion of the 
research was based. For this study, craft retailers ranked their business environments 
according to one of four organizational culture types: clan culture, adhocracy culture, 
hierarchical culture, and market culture. Each of the first statements of each section related to 
a clan culture, each of the second statements of each section were typical of an adhocracy 
culture characteristic, each of the third statements of each section were characteristic of 
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hierarchical cultures, and finally, each of the fourth statements of each section related to a 
market culture. Means closer to 1 indicated that retailers perceived their cultures to be more 
associated to that culture type. Means further away fi-om one were less representative of 
respondents' cultures. The statistical mean rankings indicated that craft retailers most strongly 
described their organizational cultures as clan culttires (m = 1.83) which emphasize loyalty, 
tradition, cohesiveness, and teamwork (see Table 4.12). In clan cultures personal satisfaction 
is more important than achieving financial objectives (Deshpande, et aL, 1993). Craft retailers 
next described their business environments as adhocracy cultures Cm = 2.26) followed by 
hierarchical cultures (m = 2.81). Adhocracy cultures emphasize innovation and 
entrepreneurship while hierarchical cultures focus on rules, regulations, and smooth, orderly 
business operations. Finally, craft retailers least described their organizational cultures as 
market cultures fm = 3.10). Market cultures are distinguished by their focus on 
competitiveness and goal achievement. Market cultures exhibit higher traditionally defined 
business performance criteria than others (Deshpande, et al., 1993). 
Table 4.12 Craft retailers organizational culture types 
Cultiu-e Type 
Clan 
Mean 
Ranking SD 
1.835 .748 
Adhocracy 
Hierarchical 
2.259 
2.808 
.553 
.513 
Market 3.096 .752 
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Cluster Analysis 
After the factor analyses were completed, cluster analysis was conducted to determine 
whether different groups of craft retailers could be formed based on their definitions of 
success. The resulting clusters were then used as the basis for testing of the hypotheses as 
reported in Chapter 5. 
Two cluster analyses were run, first using the participants' scores on the three success 
factors and secondly, on their ratings of the 14 individual success criteria. This allowed for a 
more thorough analysis of the cluster groups and provided a clearer description of each cluster 
both among groups and within each group. Using the "average linkage" method of clustering, 
as discussed in Chapter 3, four clusters were identified fi:om the dendograms and psuedo 
factor score values using the three factor groups determined in the preliminary factor analysis. 
These four clusters were retained for further analysis. Although the dendograms and psuedo 
factor scores resulting fi"om the individual 14 items did not reveal clear, concise clusters, the 
data confirmed the four cluster groups based on the three factor scores. Table 4.13 provides 
the ANOVA results of the cluster groupings. The comparisons shown in the vertical rows 
reveal the differences among clusters for each success factor group. 
Four success cluster groups were identified and named. In describing the clusters, 
craft retailer cluster #1 placed the greatest emphasis on defining success in terms of personal 
expression criteria as compared to the other criteria. Success entailed being able to express 
their skills or talents in their business and receiving personal gratification fi-om working with 
crafts. The greatest number of craft retailers were represented in cluster #2. When asked to 
define success, this group displayed the strongest emphasis on all three success fectors. 
107 
achievement/satisfaction of goals, craft and cultural orientation, and personal expression. In 
other words, success to the largest group involved a combination of achieving personal 
happiness, sales and profit, reinforcing the region's cultural identity, preserving and elevating 
the craft tradition, and expressing their talents. Despite the relatively even consensus in 
cluster #2, this group of retailers placed slightly greater importance on satisfaction of goals for 
defining success, foUowed closely by personal expression criteria. 
Table 4.13 Clusters based on Success Factor Groups 
Cluster#! Cluster #2 Cluster #3 Cluster#4 
N=34 N=185 N=39 N=17 
Mean Mean Mean Mean 
Satisfaction 
Of Goals 5.75^ 6.71^ 5.93® 3.33^ 
Craft & Cultural 
Orientation 5.25^ 6.22^ 5.89^ 4.02^ 
Personal 
Expression 6.49^ 6.44^ 4.97® 4.06^ 
(Alphabetical letter = t group for comparisons within a column; cluster means with the same 
letter indicate that they are NOT significantly different from each other) 
On the other hand, cluster #3 indicated that the personal expression criteria of 
expressing their skill and talents or receiving personal satisfaction from working with crafts 
were the least important criteria for success to them. For these retailers satisfection of goals 
such as sales and profit, and having a craft product and cultural orientation towards 
reinforcing the region's cultural identity and preserving the craft tradition were more 
important in terms of defining success. 
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Finally retailer cluster #4 indicated the least importance on all three of the success 
factor groups of achievement/satisfaction of goals, craft product and cultural orientation, and 
personal expression. The achievement/satisfaction of goals success criteria, which includes 
achieving sales and/or profit, or achieving personal happiness were the least important to this 
group with a 3.33 mean indicating "somewhat unimportant". For this group of craft retailers 
having a craft and cultural orientation and personal expression were of slight importance to 
them in terms of defining success. An orientation toward having a crafts and regional cultural 
orientation coupled with personal expression criteria for success was only slightly more 
important to this group, yet still "neither important nor unimportant". 
In summary, four cluster groups of craft retailers were identified and named (see Table 
4.13): 
Cluster #1 - Personal Expressers 
Cluster #2 - Personally Expressive Goal Seekers 
Cluster #3 - Culture Broker Goal Seekers 
Cluster #4 - Indifierents 
Hypothesis for Craft Retailer Definitions of Success 
Three hypotheses were generated for the study. Hypothesis 1 developed through the 
literatvire review was: 
Hi: Definitions of success will differ among small craft retail entrepreneurs. 
For the first hypothesis, it was determined by the cluster analysis that a difference did 
exist among craft retailer entrepreneurs in their definitions of success. The hypothesis was 
supported. Four clusters were found with significantly diferent definitions of success. This 
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conclusion resulted partially from investigating the multiple comparisons between each 
cluster's factor means (horizontal comparison of Table 4.13) and also looking at the relative 
importance of the factor means within each cluster (vertical comparison of Table 4.13). The 
most significantly different definitions of success among small craft retailers were found for 
the fourth cluster, the Indifierents, as compared to the other clusters. 
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CHAPTER 5: COMPARISON AMONG AND WITHIN 
CRAFT RETAIL GROUPS 
Results from the testing of the hypotheses related to differences among and within 
craft retail clusters are presented in this chapter. The hypotheses developed for the study 
predicted differences among and within retail clusters as related to the following variables: 
competitive strategies, product assortment and pricing strategies, distribution strategies, 
personal values, motivation to start the business, gender, organizational culture, networking 
activities, and work ethic and competencies of the business person. The hypotheses were 
tested using MANOVA, ANOVA, Chd squares, and correlation analysis as appropriate, and 
employing a significance level of .05. 
Comparisons Among Craft Retail Clusters 
Hypothesis 2 stated: 
Hz: Groups of small craft retailers who differ in their definitions of success will differ 
in their: 
a. competitive strategies 
b. product assortment and pricing strategies 
c. distribution strategies 
d. personal values 
e. motivation to start business 
f gender 
g. organizational culture 
h. networking activities 
j. work ethic and competencies 
A discussion of the individual components of Hypothesis 2 follows. Multivariate 
analyses were used, with the exception of part f on gender, to control for an inflated number 
of significant F ratios when the multiple parts of dependent variables were assumed to be 
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correlated. Only when the overall multivariate F was significant were the univariate ANOVAs 
examined. 
H-2a: Groups of small craft retailers who differ in their definitions of success will 
differ in their competitive strategies. 
For Hypothesis 2a, the MANOVA's Wilks' Lambda test confirmed that groups of 
small craft retailers who differed in their definitions of success differed in their competitive 
strategies as well (F= 14.62, p = O.OOOl). ANOVAs were next used to separately explore 
each of the competitive strategies (see Table 5.1). 
Groups of craft retailers differed significantly in two of the three areas of competitive 
strategy: Consumer Orientation and Product Specialization (F = 43.38, p = 0.0001) and 
Communication strategies (F = 6.55,;? = 0.0003). 
The Fisher's Isd test for least significant differences was next used to explore how the 
clusters differed for the two business strategies (see Table 5.1). First, for the Consumer 
Orientation/Product Specialization Strategy, all clusters were significantly different fi-om each 
other. Personally Expressive Goal Seekers (Cluster #2) placed the greatest emphasis on this 
strategy and the Indifferents (Cluster #4) gave the least importance to this strategy in 
achieving their goals. The Fisher's Isd test also revealed differences in communication 
strategies in that two pairs of craft retailers existed among the four groups. Communication 
strategies were more favored by Personally Expressive Goal Seekers (Cluster #2) and Culture 
Broker Goal Seekers (Cluster #3) than by the other two clusters. 
Hypothesis 2a was partially accepted in that differences existed in two of the three 
strategies. Groups of small craft retailers who differed in their definitions of success also 
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Table 5.1 MANOVA, ANOVA and Multiple Comparisons: Competitive Strategy 
F P 
Wilk's Lambda 14.6206 0.0001 
Source of Variation df SS MS F p 
Consumer Orientation & Specialization 
Between 3 82.39 
Within 271 171.39 
Total 274 253.68 
Communication 
Between 3 40.24 
Within 271 555.26 
Total 274 595.50 
Market Segmentation & Research 
Between 3 6.24 
Within 271 417.99 
Total 274 424.23 
43.38 0.0001 
0.63 
13.41 6.55 0.0003 
2.05 
2.08 1.35 0.2589 
Means and Fisher's T-Test (Isd) for Competitive Strategies 
Consumer Orientation 
& Specialization Communication 
Personal Expressers" 5.10^ 4.06® 
Personally Expressive 
Goal Seekers 6.10^ 5.20^ 
Culture Broker 
Goal Seekers 5.77° 5.08'' 
Indifferents 4.10° 4.59® 
C-l Retailers who defined success more strongly in terms of personal expression criteria 
Retailers who defined success with more emphasis on satisfaction of goals and personal expression criteria 
" Retailers who defined success more in terms of satis&ction of goals and having a cultural/craft orientation 
Retailers who showed no strong emphasis on any criteria for defining success 
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differed in their competitive strategies of Consumer Orientation and Product Specialization 
and of Communication, but were similar in their Market Segmentation and Research 
strategies. 
H-2b: Groups of small craft retailers who dijBfer in their definitions of success will 
differ in their product assortment and pricing strategies. 
For Hypothesis 2b, separate analyses were run for product assortment and pricing 
strategies, including percentage of craft products, craft origin, product uniqueness, quality, 
and pricing. Analyses for product assortment strategy variables are discussed first, followed 
by those for pricing strategies. Regarding the percentage of craft products carried in their 
assortments significant differences existed among the four groups of craft retailers (F = 3.35, 
p = 0.0196) (see Table 5.2a). Personal Expressers (Cluster #1) carried a significantly greater 
percentage of craft products than did the other retail groups. 
The craft retailers' product assortment strategies also differed in regard to the area 
fi-om which the crafts originated. The Wilks' Lambda revealed a significant difference among 
groups as to origin of production (see Table 5.2b). More specifically, significant differences 
existed in whether crafts were produced fi-om artisans in the southeastern region of the United 
States (F = 5.80, p = 0.0007) or were made domestically in other parts of the country (F = 
4.14, p = 0.0068). No difference existed in the craft retailers' assortment of internationally 
produced crafts (F = 1.86, p = 0.1365). Fisher's Isd test revealed that Personal Expressers 
(Cluster #1) featured significantly more crafts fi^om the southeastern U.S. region while the 
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Indifferents (Cluster #4) and Cultxire Broker Goal Seekers (Cluster #3) featured the lowest 
percentage of crafts produced in the southeast. Indifferents (Cluster #4) and Culture Broker 
Goal Seekers (Cluster #3) offered more non-southeastern U.S. craft product. 
In terms of the strategy of offering craft products that were unique to their stores, the 
ANOVA showed that groups of craft retailers displayed significant differences in their product 
offerings in terms of uniqueness (F = 4.61, p = 0.0037) (see Table 5.2c). Personal Expressers 
(Cluster #1) and Indifferents (Cluster #4) had greater focus on offering a higher percentage of 
craft products unique to their store alone, whereas Culture Broker Goal Seekers (Cluster #3) 
had a greater concentration of crafts that were similar to crafts offered by other craft firms. 
Table 5.2 ANOVA and Multiple Comparisons: Product Assortment and Pricing 
a. Product Assortment Strategy 
Source of Variation df SS MS F p 
Crafts 
Between 3 0.51 .17 3.35 0.0196 
Within 272 13.75 0.05 
Total 275 14.26 
Means and Fisher's T-Test (Isd) for Product Assortment Strategies 
Crafts 
Personal Expressers 97%^ 
Personally Expressive 
Goal Seekers 87%^ 
Culture Broker 
Goal Seekers " 85%® 
Indifferents 77%® 
C*l Retailers who defined success more strongly in terms of personal expression criteria 
" Retailers who defined success with more emphasis on satisfaction of goals and personal expression criteria 
" Retailers who defined success more in terms of satisfaction of goals and having a cultural/craft orientation 
Retailers who showed no strong emphasis on any criteria for defining success 
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Table 5.2 (continued) 
b. Product Assortment Strategy on Craft Origin 
F P 
Wilks' Lambda 3.0044 0.0068 
Source of Variation df SS MS F P 
Between 3 1.75 .60 5.80 0.0007 
Within 272 27.91 O.IO 
Total 275 29.69 
Non SE U.S. 
Between 3 .89 .30 4.14 0.0068 
Within 272 19.50 0.07 
Total 275 20.39 
Non-U.S. 
Between 3 .18 .06 1.86 0.1365 
Wthin 272 8.98 0.03 
Total 275 9.16 
Means and Fisher's T-Test (Isd) for Origin of Crafts' Production 
SE U.S. Non-SE U.S. 
Personal Expressers .97^ 
CQ o
 
Personally Expressive 
.87^® 
CQ <
 Goal Seekers 
CQ <
 
Culture Broker 
Goal Seekers .85® .15^ 
Indififerents .77® 12^ 
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Table 5.2 (continued) 
c. Product Assortment Strategy on Uniqueness 
Source of Variation df SS MS F p 
Unique to Store Crafts 
Between 3 1.70 .57 4.61 0.0037 
Within 272 33.44 0.12 
Total 275 35.14 
Means and Fisher's T-Test (Isd) for Uniqueness to Store Crafts 
Unique 
Personal Expressers .74'' 
Personally Expressive 
Goal Seekers .60"^ 
Culture Broker 
Goal Seekers .44® 
Indifferents .6T 
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Table 5.2 (continued) 
d. Product Assortment Strategy on Quality 
F P 
Wilks' Lambda 2.2557 0.0369 
Source of Variation df SS MS F P 
Eiigher Quality 
Between 3 .44 .15 1.33 0.2655 
Within 272 29.72 0.11 
Total 275 30.15 
Average/Moderate Quality 
Between 3 .35 .12 1.32 0.2680 
Within 272 23.96 0.09 
Total 275 24.31 
Lower Quality 
Between 3 .07 .02 2.97 0.0323 
Within 272 2.08 0.008 
Total 275 2.15 
Means and Fisher's T-Test (Isd) for Craft Quality Levels 
Low Quality 
Personal Expressers .08'^ 
Personally Expressive 
Goal Seekers .03® 
Culture Broker 
Goal Seekers .05'^ 
Indiflferents .04-"® 
118 
Table 5.2 (continued) 
e. Pricing Strategy 
F P 
Wilks' Lambda 0.3915 0.8846 
Source of Variation df SS MS F P 
High Prices 
Between 
Within 
Total 
3 
272 
275 
.12 
18.10 
18.22 
.04 
0.07 
.60 0.6135 
Moderate Prices 
Between 
Within 
Total 
3 
272 
275 
.14 
21.40 
21.55 
.05 
0.08 
.61 0.6135 
Low Prices 
Between 
Within 
Total 
3 
272 
275 
.01 
7.91 
7.92 
.003 
0.03 
.14 0.9378 
A significant difference existed among groups of craft retailers in regard to the quality 
level in their assortments according to the MANOVA's Wilks' Lambda (see Table 5.2d). The 
ANOVA showed that there were no significant differences in the first two levels of quality 
offered in the craft retailers' product assortment for higher (F = L33, p = 0.2655) and average 
(F = 1.32, p = 0.2680) quality respectively. A significant difference did exist, however, 
among the craft stores' offerings of lower quality craft products (F = 2.97, p = 0.0323). 
Personal Expressers (Cluster #1) offered a slightly higher amount of lower quality products to 
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their consumers than the other groups. Personally Expressive Goal Seekers (Cluster #2), the 
largest group of retaUers, offered the least amount of lower quality crafts in their stores than 
the other four groups. 
Given the analyses. Hypothesis 2b was accepted related to assortment strategies. 
Groups of small craft retailers who differed in their definitions of success also differed in their 
product assortment related to percentage of crafts, origin of craft products, uniqueness to the 
store, and quality. 
For the second major part of Hypothesis 2 no significant difference existed among the 
groups of craft retailers in terms of pricing strategies as determined by the Wilks' Lambda 
analysis. The individual ANOVAs fiuther confirmed that the craft retailers showed no 
significant differences in their price offerings (Higher Price F = .60, p = 0.6135; Moderate 
Price F = .61, p = 0.6135; and Lower Price F = .14, p = 0.9378) (see Table 5.2e). The second 
part of Hypothesis 2 on pricing was not supported; groups of small craft retailers who differed 
in their definitions of success did not differ in their pricing strategies. 
H-2c: Groups of small craft retailers who differ in their definitions of success will 
differ in their distribution strategies. 
For distribution strategies the MANOVA's Wilks' Lambda showed that no significant 
difference existed among the ft)ur craft retail groups. The results of the ANOVAs provided 
ftirther confirmation (see Table 5.3). No significant differences existed between the craft 
retailers in regard to either their local distribution strategies (F = 2.26, p = 0.0814) or their 
long distance distribution strategies (F = .15, p = 0.9324). H-2c Med to be accepted; groups 
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Table 5.3 MANOVA, ANOVA and Multiple Comparisons: Distribution Strategy 
F P 
Wilks' Lambda 1.4124 0.2076 
Source of Variation df SS MS F P 
Local Distribution 
Between 
Within 
Total 
3 
271 
274 
7.07 
282.31 
289.39 
2.36 
1.04 
2.26 0.0814 
Long Distance Distribution 
Between 
Within 
Total 
3 
271 
274 
0.41 
250.97 
251.38 
0.14 
0.93 
0.15 0.9324 
of small craft retailers who diflfered in their definitions of success did not differ in their 
distribution strategies. 
H-2d: Groups of small craft retailers who differ in their definitions of success will 
differ in their personal values. 
A significant difference existed among the groups of craft retailers in terms of their 
personal values as shown by the MANOVA (see Table 5.4). Further analysis of the ANOVA 
results showed that all factor groups of personal values were found to be significantly different 
among the groups of craft retailers. Craft retailers differed in their Inner-Directed values (F = 
14.72, p = 0.0001), Hedonistic values (F = 9.33, p = O.OOOl), and Global Perspective values 
(F= 10.63,/7 = 0.0001). 
Fisher's Isd test revealed the following differences among craft retailers' personal 
values: Personally Expressive Goal Seekers (Cluster #2) placed the most importance on 
Inner-Directed, Hedonistic and Global Perspective characteristics for guiding them in their 
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Table 5.4 MANOVA, ANOVA and Multiple Comparisons: Personal Values 
F p 
Wilks' Lambda 7.1942 0.0001 
Source of Variation df SS MS F p 
Inner-Directed 
Between 
Within 
Total 
3 8810.92 
271 54065.56 
274 62876.49 
2936.97 
199.51 
14.72 0.0001 
Hedonism 
Between 
Within 
Total 
3 9360.96 
271 90649.92 
274 100010.88 
3120.32 
334.50 
9.33 0.0001 
Global Perspective 
Between 
Within 
Total 
3 14094.67 
271 119777.69 
274 133872.37 
4698.23 
441.98 
10.63 0.0001 
Means and Fisher's T-Test (Isd) for Personal 
Inner 
Directed 
Values 
Hedonism Global 
Perspective 
Personal Expressers 75.2® 55.9'^ 73.6® 
Personally Expressive 
Goal Seekers " 89.9^^ 72.2" 82.1^ 
Culture Broker 
Goal Seekers " 79.8® 62.2® 63.1^ 
Indifferents 76.5® 61.9® 67.5^ 
C I Retailers who defined success more strongly in terms of personal expression criteria 
" Retailers who defined success with more emphasis on satisfaction of goals and personal expression criteria 
" Retailers who defined success more in terms of satisfaction of goals and having a cultural/craft orientation 
Retailers who showed no strong emphasis on any criteria for defining success 
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lives. Personal Expressers (Cluster #1) placed significantly lower emphasis on Hedonic 
values. Culture Broker Goal Seekers (Cluster #3) and Indifferents (Cluster #3) likewise did 
not place importance on Global Perspective values. Given these data analyses, H-2d was 
accepted: Groups of small craft retailers who differed in their definitions of success also 
differed significantly in their personal values. 
H-2e: Groups of small craft retailers who differ in their definitions of success will 
differ in their motivation to start the business. 
A significant difference existed among craft retailers in regard to their motivation to 
start the business as demonstrated by the Wilks' Lambda (see Table 5.5). From the ANOVA 
results significant differences were found for both financial motivations (F = 4.25, p = 
0.0059), as well as motivations due to passion for crafts (F = 4.70, p = 0.0032). Financial 
motivations to start the business included having a desire to make money or to fiilfiU a 
personal economic or financial need. Motivations based on having a passion for crafts 
encompassed having a love or passion for craft and wanting to be involved with it on a more 
professional level, or having had a previous craft hobby and wanting to expand it into a 
business. Personal Expressers (Cluster #1) and Personally Expressive Goal Seekers (Cluster 
#2) revealed the strongest motivation to start a craft business as a result of their passion for 
craft. Both of the Goal Seeking groups of retailers. Personally Expressive Goal Seekers 
(Cluster #2) and Culture Broker Goal Seekers (Cluster #3) were motivated by financial 
reasons. With these data in hand, H-2e was accepted; groups of small craft retailers who 
differed in their definitions of success also differed in their motivations to start the business. 
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Table 5.5 MANOVA, ANOVA and Multiple Comparisons: Motivation 
F P 
Wilks' LamMa 4.2685 0.0003 
Source of Variation df SS MS F p 
Financial 
Between 
Within 
Total 
3 
271 
274 
18.23 
387.36 
405.59 
6.08 
1.43 
4.25 0.0059 
Passion for Craft 
Between 
Within 
Total 
3 22.35 
271 429.56 
274 451.91 
7.45 
1.59 
Means and Fisher's T-Test (Isd) for Motivation 
Financial 
Personal Expressers c-t 
Personally Expressive 
Goal Seekers " 
5.02" 
5.52^ 
4.70 0.0032 
Passion 
6.35^ 
6.20^ 
Culture Broker 
Goal Seekers " 
Indifferents c-» 
5.40^ 
4.6 r 
5.6t 
5.29^ 
c-i Retailers who defined success more strongly in terms of personal expression criteria 
Retailers who defined success with more emphasis on satisfaction of goals and personal expression criteria 
" Retailers who defined success more in terms of satisfaction of goals and having a cultural/crafl orientation 
Retailers who showed no strong emphasis on any criteria for defining success 
124 
H-2f: Groups of small craft retailers who differ in their definitions of success will 
differ in gender. 
In order to test this component of the Hypothesis 2 the Chi-square technique was employed. 
In this analysis, the researcher was not looking at means/averages, but percentages of each 
gender represented in each cluster group of craft retailers (see Table 5.6). Given the results of 
this data analysis, H-2f, groups of small craft retailers who differed in their definitions of 
success will differ in gender, failed to be accepted. No significant difference in gender existed 
when defining success. 
Table 5.6 Gender of Small Craft Retail Groups 
n=278 CI C2 C3 C4 
Male n 12 43 10 7 
% 4.35 14.18 3.64 2.55 
Female n 22 149 29 10 
% 8.00 53.09 10.55 3.64 
Chi Square Analysis Results 
df Value P 
Chi-Square 3 5.850 0.119 
H-2g: Groups of small craft retailers who differ in their definitions of success will 
differ in their organizational culture. 
The MANOVA's Wilks' Lambda revealed no significant difference among groups of craft 
retailers in regard to their organizational culture (see Table 5.7). The ANOVA's paralleled 
this finding with the following conclusions: The retailers were not different in how they saw 
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Table 5.7 MANOVA, ANOVA; Organizational Culture 
F P 
Wilks' Lambda 1.0923 0.3633 
Source of Variation df SS MS F P 
Clan 
Between 
Within 
Total 
3 
272 
275 
1.27 
153.06 
154.33 
0.42 
0.56 
0.75 0.5219 
Adhocracy 
Between 
Within 
Total 
3 
272 
275 
1.19 
82.40 
85.59 
0.40 
0.30 
1.31 0.2716 
Hierarchical 
Between 
Within 
Total 
3 
272 
275 
0.58 
71.57 
72.15 
0.19 
0.26 
0.74 0.5293 
Market 
Between 
Within 
Total 
3 
272 
275 
1.73 
154.58 
156.32 
0.58 
0.57 
1.02 0.3862 
themselves as a clan culture (F = .75, p = 0.5219), as an adhocracy culture (F = 1.31, /? = 
0.2716), as a hierarchical culture (F = .74,/? = 0.5293), and finally, in regard to having a 
market culture orientation (F = 1.02, p = 0.3862). Results fi-om this analysis indicated that H-
2g failed to be accepted. Craft retailers did not differ in their organizational cultures. 
H-2h: Groups of small craft retailers who dififer in their definitions of success will 
differ in their networking activities. 
The Wilks' Lambda exhibited a significant difference among groups of craft retailers in 
their networking activities (see Table 5.8). From the ANOVAs it was determined that groups 
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Table 5.8 MANOVA, ANOVA and Multiple Comparisons: Networking 
F P 
Wilks' Lambda 2.2351 0.0184 
Source of Variation df SS MS F p 
Business Peers 
Between 3 3.41 1.13 1.56 0.1994 
Within 271 197.17 0.73 
Total 274 200.58 
Consultants and Trainers 
Between 3 4.89 1.63 3.76 0.0114 
Within 271 117.41 0.43 
Total 274 122.30 
Friends and Family 
Between 3 10.64 3.55 2.16 0.0926 
Within 271 444.43 1.64 
Total 274 455.07 
Means and Fisher's T-Test (Isd) for Networking Activities 
Consult/Trainers 
Personal Expressers 1.25® 
Personally Expressive 
Goal Seekers " 1.61 
Culture Broker 
Goal Seekers " 1.68'^ 
I n d i f l f e r e n t s 1 . 5 5 ^ ^  
Retailers who defined success more strongly in terms of personal expression criteria 
" Retailers who defined success with more emphasis on satisfaction of goals and personal expression criteria 
Retailers who defined success more in terms of satisfection of goals and having a cultural/craft orientation 
Retailers who showed no strong emphasis on any criteria for defining success 
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of craft retailers differed in terms of their use of Consultant and Trainer networking activities 
(F = 3.76, p = 0.0114), but not in their use of Business Peers (F = 1.56, p = 0.1994) or 
Friends and Family (F = 2.16, p = 0.0926). 
Fisher's Isd test indicated that Personal Expressers (Cluster #1) differed from the other 
three groups of craft retailers in that they engaged in significantly less Consultant and Trainer 
types of networking activities than the other three groups. With this information H-2h was 
accepted: Groups of small craft retailers who differed in their definitions of success differed in 
their networking activities, specifically, related to their use of Consuhants and Trainers. 
H-2i: Groups of small craft retailers who differ in their definitions of success will 
differ in their work ethic and competencies. 
Investigation of the MANOVA's Wilks' Lambda revealed a significant difference 
among the craft retail groups' work ethic and competencies (see Table 5.9). The ANOVA 
results showed that the four craft retail groups exhibited diversity in their Creative Work Ethic 
(F = 9.07, p = 0.0001), Strategizing (F = 7.44, p = 0.0001), and Financial Management 
experience (F = 7.52, p = 0.0001). Fisher's Isd test indicated that Personally Expressive Goal 
Seekers' (Cluster #2) work ethic and competencies were significantly different in all three 
areas of Creative Work Ethic, Strategizing, and Financial Management. Both of the Goal 
Seeking groups (Clusters #3 and #4) indicated the greatest strength in their Strategizing skills. 
They were better able to forecast trends, assess consumer needs and wants, advertise, 
promote, and price products accurately. The Indifferents (Cluster #4) displayed significantly 
less strength in all three of the areas. As a result H-2i is accepted, groups of small craft 
retailers who differed in their definitions of success also differed in their work ethic and 
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Table 5.9 MANOVA, ANOVA and Multiple Comparisons: Work Ethic and Competencies 
F P 
Wilks' Lambda 5.5078 0.0001 
Source of Variation df SS MS F P 
Creative Work Ethic 
Between 
Within 
Total 
3 21.63 
271 215.53 
274 237.16 
7.21 
0.80 
9.07 0.0001 
Strategizing 
Between 
Within 
Total 
3 20.22 
271 245.41 
274 265.64 
6.74 
0.91 
7.44 0.0001 
Financial Management 
Between 
Within 
Total 
3 25.36 
271 304.43 
274 265.64 
8.45 
1.12 
7.52 0.0001 
Means and Fisher's T-Test (Isd) for Work Ethic and Competencies 
Creative 
Work Ethic 
Strateeizine Financial 
Management 
Personal Expressers 5.48® 4.56® 4.63®'^ 
Personally Expressive 
Goal Seekers " 6.06^ 5.25^" 5.33^ 
Culture Broker 
Goal Seekers " 5.53° 5.21"^ 5.11^ 
Indiflferents 5.18® 4.53® 4.38^^ 
Retaflers who defined success more strongly in terms of personal expression criteria 
Retailers who defined success with more emphasis on satisfaction of goals and personal expression criteria 
" Retailers who defined success more in terms of satisfaction of goals and having a cultural/crafl orientation 
Retailers who showed no strong emphasis on any criteria for defining success 
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competencies. The work ethic and competencies of the groups of craft retailers were diverse 
in each of the three areas. 
Comparisons Within Craft Retail Clusters 
Each of the four clusters of craft retailers rated their success based on the initial 
success criteria provided. Personal Expressers perceived themselves to the most successftiL, 
whereas the Indififerents saw themselves as somewhat successftil. From a 1 to 7-point 
response scale with 7 being "very successftil", the means for each of the four groups were: 
Personal Expressers - 6.00; Culture Broker Goal Seekers - 5.98; Personally Expressive Goal 
Seekers - 5.56; and Indifferents - 5.30. 
Hypothesis 3 stated: 
H3: Within each cluster of small craft retailers, retailers' perception of success are 
correlated with 
a. competitive strategies 
b. product assortment and pricing strategies 
c. distribution strategies 
d. personal values 
e. motivation to start business 
f. gender 
g. organizational culture 
h. networking activities 
i. work ethic and competencies 
A discussion of the third hypothesis and the individual components follows for each of 
the retail clusters. CoefiBcient correlations were used to separately explore each of the 
components (a. — L) within each cluster of craft retailers. By examining the results of the 
correlation coefiScients, the following conclusions were made (see Tables 5.10-5.13). 
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Personal Expressers who perceived themselves as more successful were more likely to 
offer products produced by artisans in the southeastern U.S. {p = .0212) and less likely to 
offer products from outside Southeastern U.S. (p = .0056) in their assortments than those 
who saw themselves as less successful (see Table 5.11). Successful members of this group 
also offered crafts that were unique to their store (p = .0192). Additionally, Personal 
Expressers displayed a strong association between their perceived level of success and gender 
(p = .001). Women were more likely to report being successful (response #6 on a 1-7 scale) 
than their male counterparts. Therefore the retailers in this group who defined success more 
intrinsically and rated themselves as being successful according to those criteria were 
correlated to females. Thus the elements of Hypothesis 3 for product assortment (b) in 
relation to product origin and uniqueness, and gender (f) of Hypothesis 3 were supported for 
Personal Expressers. 
Personally Expressive Goal Seekers who perceived themselves as more successful 
were more likely to incorporate Consumer Orientation & Product Specialization competitive 
strategies (p = .0001) (see Table 5.12). These strategies entailed ensuring customer service 
and satisfaction, educating consumers about the southeastern U.S. culture, its crafts and/or 
craft artisans, and oflfering a product differentiated from competitors. These retailers offered 
crafts at a higher quality level (p = .0001) and at higher prices (p = .0242) than those retailers 
who saw themselves as less successfiil. Negative correlations existed between their 
perceptions of success and offering crafts of moderate quality (p = .0001) and lower quality 
(p = .0045). 
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Personally Expressive Goal Seekers who rated themselves as more successM gave 
greater attention to Inner-Directed {p = .0006), Hedonism (p = .0315), and Global Perspective 
ip = .0353) values in guiding their lives. Gender {p = .022) was strongly associated with 
those in this group in that women saw themselves as being more successful than men 
(response #6 on a 1-7 scale). Those retaflers in this group who defined success as a 
combination of being able to expressive their talents at work and being able to achieve sales 
and profit as well as ranking themselves as being successful for those criteria were more likely 
to be women. Additionally, Personally Expressive Goal Seekers who saw themselves as more 
successful were more likely to possess Strategizing {p = .0001) and Financial Management 
skills {p = .0264). A negative correlation existed between this group's perceptions of success 
and their Creative Work Ethic (p = .0001). As a result, the parts of Hypothesis 3 on 
competitive strategy (a), product assortment related to quality and pricing strategies (b), 
personal values, (d), gender (f), and Strategizing skills (i) were supported for Personally 
Expressive Goal Seekers. 
Of the Culture Broker Goal Seekers who saw themselves as being successful, there 
was less likelihood of ofiering crafts produced outside of the United States {p = .0179), and 
more likelihood to place greater importance on Inner-Directed personal values (j> = .0128) 
than those who considered themselves less successful (see Table 5.13). Those retailers in this 
group who ranked themselves successfiil were less likely to network through Friends and 
Family {p = .0155). Therefore, the sections of Hypothesis 3 of Product Assortment strategy 
on craft origin (b), Inner-Directed personal values (d), and Friends and Family networking 
activities (h) were supported. 
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Finally, the IndifFerents who perceived themselves as more successful were more apt 
to find Hedonism values {p = .0308) important than those who saw themselves as less 
successful (see Table 5.14). This resulted in the support of the personal values (b) component 
of Hypothesis 3 for the Indifferents cluster. 
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Table 5.10 Correlation CoeflBcients for Comparison Within Groups ofRetaflers; 
Personal Expressers, (C-1) 
Self-Rating of Success (Q12) 
Strategies 
CcOTSumer Orientation Cc .2075 
& Product Specialization P .2390 
Communication Cc -.0259 
P .8845 
Market Segmentation Cc -.0173 
& Research P .9225 
Product Assortment 
%-Crafts Cc -.0813 
P .6475 
%-SE Crafts Cc .3938 
P .0212 
%-Non-SE Crafts Cc -.4647 
P .0056 
%-Non-US Crafts Cc .0607 
P .7330 
%-Unique to Store Cc .3996 
P .0192 
%-Higher Quality Cc -.0577 
P .7457 
%-Moderate Quality Cc .0757 
P .6706 
%-Lower Quality Cc -.0017 
P .9923 
Pricine 
High Prices Cc -.2433 
P .1655 
Moderate Prices Cc J364 
P .0517 
Low Prices Cc -.1535 
P J861 
Distribution 
Local Distribution Cc .0788 
P .0678 
Long Distance Distribution Cc .0677 
P .7033 
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Table 5.10 (continued) 
Personal Values 
Inner-Directed Cc .1684 
P .3411 
Hedonism Cc .1444 
P .4153 
Global Perspective Cc .1694 
P .3383 
Motivation 
Financial Cc -.2531 
P .1488 
Passion for Craft Cc -.3013 
P .0834 
Oreanizational Culture 
Clan Cc -.1236 
P .4862 
Adhocracy Cc .0175 
P .9220 
Heirarchical Cc .1741 
P .3248 
Market Cc -.0177 
P .9205 
Networkine Activities 
Business Peers Cc -.1440 
P .4167 
Consultants and Trainers Cc .0209 
P .9066 
Friends and Family Cc -.1431 
P .4194 
Work Ethic and Comoetencies 
Creative Work Ethic Cc -.1670 
P .3452 
Strategizing Cc .1197 
P .5000 
Financial Management Cc -.0135 
P .9397 
Gender 
Fisher's Exact Test p .001 
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Table 5.11 Correlation CoefiBcients for Comparison Within Groups of Retailers; 
Personally Expressive Goal Seekers (C-2) 
Self-Rating of Success (Q12) 
Strategies 
Consumer Orientation Cc 2119 
& Product Specialization P .0001 
Communication Cc -.0650 
P .3378 
Market Segmentation Cc .0635 
& Research P .3895 
Product Assortment 
%-Crafts Cc .0148 
P .8409 
%-SE Crafts Cc -.0989 
P .1791 
%-Non-SE Crafts Cc .1267 
P .0849 
%-Non-US Crafts Cc -.0131 
P .8587 
%-Unique to Store Cc .0454 
P .5388 
%-Higher Quality Cc J954 
P .0001 
%-Moderate Quality Cc -.3863 
P .0001 
%-Lower Quality Cc -2073 
P .0045 
Pricine 
High Prices Cc .1652 
P .0242 
Moderate Prices Cc -.0890 
P 2273 
Low Prices. Cc -.0963 
P .1912 
Distribution 
Local Distribution Cc .0016 
P .9823 
Long Distance Distribution Cc .0514 
P .4858 
Table 5.11 (continued) 
Personal Values 
Inner-Directed Cc .2489 
P .0006 
Hedonism Cc .1578 
P .0315 
Global Perspective Cc .1545 
P .0353 
Motivation 
Financial Cc -.1109 
P .1317 
Passion for Craft Cc -.1299 
P .0772 
Orsanizational Culture 
Clan Cc -.0452 
P .5400 
Adhocracy Cc -.0144 
P .8451 
Heirarchical Cc .0656 
P .3736 
Market Cc .0197 
P .7892 
Networking Activities 
Business Peers Cc .0243 
P .7425 
Consultants and Trainers Cc .0273 
P .7118 
Friends and Family Cc -.0914 
P .2149 
Work Ethic and Comnetencies 
Creative Work Ethic Cc -J315 
P .0001 
Strategizing Cc .3441 
P .0001 
Financial Management Cc .1628 
P .0264 
Gender 
Fisher's Exact Test P .022 
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Table 5.12 Correlation CoefiBcients for Comparison Within Groups of Retailers: 
Culture Broker Goal Seekers, (C-3) 
Self-Rating of Success (Q12) 
Strateeies 
Consumer Orientation Cc .0986 
& Product Specialization P .5505 
Communication Cc -.0171 
P .9176 
Market Segmentation Cc -.1770 
& Research P .2811 
Product Assortment 
%-Crafts Cc .1623 
P .3234 
%-SE Crafts Cc .1356 
P .4106 
%-Non-SE Crafts Cc .1197 
P .4680 
%-Non-US Crafts Cc -.3773 
P .0179 
%-Unique to Store Cc -.0660 
P .6896 
%-Higher Quality Cc -.0849 
P .6075 
%-Moderate Quality Cc .1152 
P .4849 
%-Lower Quality Cc -.0692 
P .6755 
Pricing 
High Prices Cc -.1550 
P .3461 
Moderate Prices Cc .2866 
P .0769 
Low Prices Cc -.2208 
P .1767 
Distribution 
Local Distribution Cc .0743 
P .6530 
Long Distance Distribution Cc .1188 
P .4713 
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Table 5.12 (continued) 
Personal Valnes 
Inner-Directed Cc .3950 
P .0128 
Hedonism Cc .1546 
P .3474 
Global Perspective Cc .1760 
P .2840 
Motivation 
Financial Cc .0858 
P .6034 
Passion for Craft Cc .1625 
P 3229 
Oreanizationai Culture 
Clan Cc -.1557 
P .3438 
Adhocracy Cc -.3094 
P .0553 
Heirarchical Cc -.0496 
P .7641 
Market Cc -.0841 
P .6106 
Networking Activities 
Business Peers Cc .1672 
P .3089 
Consultants and Trainers Cc -.0642 
P .6979 
Friends and Family Cc -.3852 
P .0155 
Work Ethic and Competencies 
Creative Work Ethic Cc .1069 
P .5180 
Strategizing Cc -.1381 
P .4018 
Financial Management Cc -J2056 
P .2092 
Gender 
Fisher's Exact Test p .III 
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Table 5.13 Correlation CoeflBcients for Comparison Within Groups of RetaDers: 
IndifFerents, (C-4) 
Self-Rating of Success (Q12) 
Strateeies 
Consumer Orientation Cc .1178 
& Product Specialization P .6526 
Communication Cc .2796 
P .im 
Maricet Segmentation Cc -.0405 
& Research P .8774 
Product Assortment 
%-Crafts Cc mil 
P .9159 
%-SE Crafts Cc -.1562 
P .5493 
%-Non-SE Crafts Cc .0010 
P .9989 
%-Non-US Crafts Cc J008 
P .2407 
%-Unique to Store Cc .2425 
P J484 
%-Higher Quality Cc -.0908 
P .7289 
%-Moderate Quality Cc .2433 
P .3468 
%-Lower Quality Cc -J287 
P .1977 
Pricing 
High Prices Cc .011 \ 
P .7688 
Moderate Prices Cc -.1017 
P .6978 
Low Prices Cc .0542 
P .8365 
Distribution 
Local Distribution Cc -.0061 
P .9814 
Long Distance Distribution Cc -2382 
P 3573 
Table 5.13 (continued) 
Personal Values 
Inner-Directed Cc .3707 
p .1430 
Hedonism Cc .5242 
p .0308 
Global Perspective Cc .3903 
p .1214 
Motivation 
Financial Cc . 1704 
P .5131 
Passion for Craft Cc -.1792 
p .4914 
Organizational Culture 
Clan Cc -.0531 
p .8395 
Adhocracy Cc -.3442 
p .1761 
Heirarchical Cc -.2590 
p .3154 
Market Cc .2540 
p .3252 
Networking Activities 
Business Peers Cc .0381 
p .8845 
Consultants and Trainers Cc .3099 
p .2261 
Friends and Family Cc -.0036 
p .9892 
Work Ethic and Competencies 
Creative Work Ethic Cc .0294 
p .9109 
Strategizing Cc -.0663 
p -8006 
Finandal Management Cc 2611 
p .3114 
Gender 
Fisher's Exact Test p .525 
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CHAPTER 6: SUMMARY AND CONCLUSIONS 
Summary of Research Goals and Method 
Prior to this study, minimal research had been conducted on small craft retailers, how 
they defined success, and the factors that enabled them to achieve success. Those factors 
included competitive strategies, product assortment and pricing strategies, distribution 
strategies, personal values, motivation, gender, organizational culture, networking activities, 
and work ethic and competencies. This study set out to question business persons' 
definitions of success which have traditionally focused on financial or economic criteria. For 
this study small retail firms that market hand-made crafts were under investigation. The 
results of this study were also intended to provide contributions to research literature on craft 
marketing, competitive strategies, organizational culture, and small firm success. 
The study was organized to satisfy three objectives. The researcher fu-st set out to 
identify and describe groups of small craft retailer entrepreneurs' based on their definitions 
of success. Second, groups were compared and contrasted in regard to their competitive 
strategies, product assortment and pricing strategies, distribution strategies, personal values, 
motivation, gender, organizational culture, networking activities, and work ethic and 
competencies. Finally, correlations between retailers' perceptions of their success and the 
aforementioned variables were investigated. 
A collection of research from the scholarly literature provided the conceptual 
background for the study. Definitions for success have been defined with either extrinsic 
financial indicators or v^ath more personal, intrinsic criteria (Kuratko, Homsby, & NaJEfeiger, 
1997). Craft business persons perceive success beyond the traditional economic criteria and 
have included such fectors as gaining independence and control over one's life, preserving 
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and elevating the craft tradition, and reinforcing culttiral identity (Littrell & Dickson, 1999), 
gaining satisfaction from the business experience (Saylor, 1987), enjoying their work, and 
receiving recognition of talent (Solderssen, Fiorito, &. He, 1998). 
Strategy was selected as one of the factors to investigate since it has been viewed as 
one of the most critical elements in determining a successful business from a non-successful 
firm (Higgins Sc. Vincze, 1989). Primarily from business strategy. Porter's theory on 
competitive strategy provided the framework for examining the variables of the study related 
to strategy. This typology provides three generic strategy options for achieving a competitive 
advantage: cost leadership, product differentiation, and market focus (Porter, 1985). Porter 
contends that a firm must emphasize one or two strategies to be competitive. This study 
contributes to the numerous studies that have been conducted to explore Porter's model 
(Covin, Prescott, Slevin, 1990; Kean, Niemeyer, & Miller, 1996; McNamee & McHugh, 
1989, Murray, 1988; Popelka, Fanslow, & Littrell, 1992). 
Theoretical frameworks from Kotter and Heskett (1992), Deal and Kermedy (1982), 
and Desphande, Farley, and Webster (1993) offered foundations for organizational culture. 
They postulated that firms with strong cultures that share values and goals are linked 
favorably with business success (Kotter & Heskett, 1992) and that a strong organizational 
culture is the main impetus behind business success (Deal & Kennedy, 1982). 
The following hypotheses were tested: 
HI: Definitions of success will differ among small crafl retail entrepreneurs. 
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H2: Groups of small craft retailers who differ in their definitions of success will differ in 
their 
a. competitive strategies. 
b. product assortment and pricing strategies. 
c. distribution strategies. 
d. personal values. 
e. motivation to start the business. 
f gender. 
g. organizational culture. 
h. networking activities. 
i. work ethic and competencies. 
H3: Within each cluster of small craft retailers, retailer's perceptions of success will 
correlate with 
a. competitive strategies. 
b. product assortment and pricing strategies. 
c. distribution strategies. 
d. personal values. 
e. motivation to start the business. 
f gender. 
g. organizational culture. 
h. networking activities. 
i. work ethic and competencies. 
Preliminary interviews took place with small retailers from the southeastern region of 
the United States in order to verify survey questions written from the literature as well as to 
develop items that were not ft)und in the literature. The purpose of the interview findings 
was to strengthen the questionnaire by insuring that a range of responses relevant for the 
survey participants was included. 
Several competitive strategy issues were discovered in the preliminary interviews that 
had not emerged in the review of literature. Craft retailers engaged in educating consumers 
about the southeastern U.S. region's culture, crafts, and/or artisans as a distinct business 
strategy. Additionally, the retailers participated in distribution strategies beyond the physical 
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boundaries of the store, by participating in craft fairs and shows, involvement in community 
events, and marketing their crafts on the Internet. 
A questionnaire, which incorporated sections adapted from previous research along 
with other sections created specifically for the study, was mailed to a systematic sample of 
1000 small craft retailers. The mailing list was created using names provided from 
Chambers of Commerce, craft guilds within each of the nine southeastern U.S. states, craft 
publications, business cards obtained from craft shows, recommendations made from 
consumers of crafts, personal travel and shopping experiences, and a market research firm. 
The questionnaire measured the craft retail entrepreneurs' definitions of success, their own 
self-ratings of success, competitive strategies, product assortment and pricing strategies, 
distribution strategies, personal values, motivations, gender, organizational culture, 
networking activities, and work ethic and competencies. 
Administration of the questionnaire followed the recommended procedures by 
Dillman (1978) with a primary mailing, reminder post card, and second mailing. The 
response rate was 38% (n=278). Analysis of participant demographics indicated that the 
respondents were primarily female, worked an average of 46 hours per week, had been in 
business an average of 17.5 years, and had an average of 3 or more years of college 
education or vocational training. 
For Hypothesis I a combination of factor analysis and cluster analysis was used. 
MANOVAs, ANOVAs, and Chi square methods were used to test Hypothesis 2. Finally, for 
Hypothesis 3 the researcher used correlation coefficient techniques. 
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Several latent variables were discovered through fector analysis of the primary 
variables. From Success, three factors were discerned: 
• Satisfaction of Goals 
• Craft and Cultural Orientation 
• Personal Expression 
Under Competitive Strategy, three factors were evident: 
• Consumer Orientation and Specialization 
• Communication 
• Market Segmentation and Research 
Two common factors were identified for Distribution: 
• Local Distribution 
• Long Distance Distribution 
Three factors were the underlying dimensions identified from the Personal Values 
variable: 
• Irmer-Directed 
• Hedonism 
• Global Perspective 
From Motivation, two latent factor groups were revealed: 
• Financial 
• Passion for Craft 
The underlying dimensions extracted from the Networking variable included: 
• Business Peers 
• Consultants and Trainers 
• Friends and Family 
Finally, for Work Ethic and Competencies of the Business Person, the factors were: 
• Creative Work Ethic 
• Strategizing 
• Financial Management 
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Conclusions about Small Craft Retail Entrepreneurs 
One goal of the research was to determine whether groups of small craft retailers 
differed based on their definitions of success. Four different groups of craft retailers 
emerged. These groups differed in describing success related to personal criteria, goal-
oriented criteria, and craft and culture-oriented criteria. Although their business strategies 
varied, as a total group they offered more crafts produced in the southeastern region of the 
United States than from elsewhere in the U.S. or abroad, had a focused and/or differentiated 
product assortment of higher quality crafts with fewer low prices, and used more local 
distribution methods. Their product assortments were dominated by pottery and ceramics, 
wood, and glass, with the highest sales volume coming from pottery and ceramics. 
Motivations for starting the business included both financial reasons and having a passion for 
crafts; however, having a passion for crafts held slightly greater importance for starting the 
craft business. As a whole, the craft retailers saw their business environments as being more 
in line with a personally oriented clan-type of culture in which teamwork, cooperation, 
loyalty, tradition, and cohesiveness are emphasized. These retailers had a greater tendency to 
network through business peers and family and friends. On average tourists comprised half 
of the retailers target market. 
Groups of Small Craft Retailers 
It was determined from the cluster analysis that groups of small craft retail 
entrepreneurs did differ based on how they defined success. In fact, four clusters were 
discovered: Personal Expressers, Personally Expressive Goal Seekers, Culture Broker Goal 
Seekers, and Indifferents. The significant differences among and correlations within the craft 
retailers are highlighted in Table 6.1. Many of the variables that distinguished the clusters 
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Table 6.1 Summary of Significant Findings of Crafl Retailer Groups (Hypotheses 2 & 3) 
H-2a Competitive Strategy 
- Consumer Orientation/Specialization 
- Commum'cation 
- Market Segmentation/Research 
H-2b Product Assortment Strategy 
- Percentage of crafts 
- Origin of crafts 
- Uniqueness 
- Quality 
Pricing Strategy 
- Higher Prices 
- Moderate Prices 
- Lower FVices 
Significant Differences 
Between Groups 
V 
V 
V 
V 
V 
V 
Significant Correlations to 
Success Witliin Groups 
V (C-2) 
V (C-1) 
V (C-1) 
V (C-2) 
V (C-2) 
H-2c Distribution Strategies 
- Local 
- Long-Distance 
H-2d Personal Values 
- Inner-Directed 
- Hedonism 
- Global Perspective 
H-2e Motivation to Start Business 
- Financial 
- Passion for Craft 
H-2f Gender 
H-2g Organizational Culture 
-Clan 
- Adhocracy 
- Hierardiical 
- Market 
V 
V 
V 
V 
V 
V (C-2, C-3) 
V (C-2, C-4) 
V (C-2) 
V (C-1, C-2) 
H-2h Networking Activities 
- Business Peers 
- Consultants and Trainers 
- Friends and Family V (C-3) 
H-2i Work Ethic and Competencies 
- Creative Work Ethic 
- Strategizing 
- Financial Management 
V 
V 
V 
V (C-2) 
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from each other were also important for differentiating the more successfiil from the less 
successfiil within each group. 
Personal Expressers 
Personal Expressers placed the greatest importance on defining success in terms of 
personal expression criteria as compared to other criteria. Tliey defined success more 
intrinsically in that success entailed being able to have personal expression of their skills or 
talents in their retail business and/or receive personal gratification from working with crafts. 
Personal Expressers' most distinguishing characteristics were more related to product 
offerings and craft-related strategies. These retailers offered a greater percentage of craft 
products than the other three groups of retailers, indicating a very focused product assortment 
strategy. Assortments featured more crafts produced from the southeastern region of the 
United States and a greater percentage of unique crafts. However, Personal Expressers also 
offered higher percentages of lower quality crafts. 
Retailers in the Personal Expressers group had the strongest motivation for starting 
their business as a result of having a passion for crafts. These craft retailers were 
distinguished from the other three groups in that Hedonic personal values of having social 
recognition, and a comfortable or exciting life were of least importance to them. They also 
differed from the others by using Consultants and Trainers the least in their networking 
activities. Finally, Personal Expressers possessed strong creative work ethics; they were 
creative and innovative, while simultaneously personally ambitious and hard working. 
Within the Personal Expressers group, perceptions of success were correlated with 
I) the percentage of southeastern United States crafts carried in their assortment; 2) the 
uniqueness of crafts offered in their merchandise assortment; and 3) gender. Personal 
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Expressive craft retailers who considered themselves more successfiil carried more crafts 
produced from the southeastern region of the U.S., offered more unique crafts, and were 
more likely to be women. 
Personally Expressive Goal Seekers 
Personally Expressive Goal Seekers were the largest group of retailers. When 
defining success, this group of craft retailers placed the greatest emphasis on achieving or 
satisfying their goals, followed by personal expression criteria. Success was defined more in 
terms of achieving personal happiness and fulfillment, having independence and control over 
their lives, and achieving sales growth or increased profit. Yet they also highly stressed the 
ability to express their skills or talents and to receive personal gratification from working 
with crafts. 
Personally Expressive Goal Seekers' distinctive features were more salient for 
business practices, personal values, networking activities, and work ethic and competencies. 
These craft retailers placed strong emphasis on strategies auned at achieving a consumer 
orientation and communication. In other words, craft retailers who defmed their success in 
terms of personal expression and satisfaction of goals used strategies that ensured customer 
service and satisfactions; educated consumers about crafts, craft artisans, and the regions 
culture; and communicated to consumers through advertising, newsletters, flyers, or 
brochures. Another distinguishing factor for this group was that they offered the least 
amount of lower quality crafts. 
Inner-Directed, Hedom'c, and Global Perspective values guided the lives of Personally 
Expressive Goal Seekers. These values encompassed self-respect, inner-harmony, happiness, 
freedom, social recognition, a comfortable and exciting life, to a world of peace and beauty. 
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Craft retailers of this largest group displayed strong motivation for starting their 
business due to having a passion or love for craft. However, they also differed from the other 
retail groups by stressing financial reasons for initiating their businesses. Personally 
Expressive Goal Seekers also used consultants and trainers in their networking activities 
where they sought guidance from outside advisors, attended business seminars, and met with 
small business development center personnel. 
Personally Expressive Goal Seekers differed significantly in their creative work ethic 
in terms of their creativity and innovativeness, hard work, personal ambition, and visual 
display expertise. They also displayed the greatest strengths in strategizing and financial 
management. In other words, these craft retailers considered themselves to be very capable 
at forecasting trends, assessing consumer wants and needs, promoting and advertising, 
pricing, managing financial matters, and business and math skills. 
Within the Personally Expressive Goal Seekers group, correlations existed between 
how they perceived their success and their use of a Consumer Orientation and Product 
Specialization competitive strategy. For these retailers, more successful business people 
ensured customer service and satisfaction, educated consumers about the region's culture, 
crafts, and/or craft artisans and offered more specialized or dififerentiated products from their 
competitors. A strong relationship also existed between perceptions of success and offering 
higher quality crafts. This was also the only group whose self-reported success correlated 
with pricing strategies. In particular, this group's more successful retailers offered higher 
priced crafts in their assortments. 
The more successful Personal Expressive Goal Seekers' perceptions of success 
associated with all three types of personal values: Inner-Directed, Hedonism, and Global 
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Perspective. These successful retailers' perceptions of success related strongly to their 
values of self-respect, inner harmony, happiness, freedom, and wisdom, social recognition, a 
comfortable life, and a world of peace and beauty. Only the Personally Ejcpressive Goal 
Seekers had strong relationships between their perceived success and their work ethic and 
competencies, particularly their Financial Management skills and Strategizing. In other 
words, how they saw their businesses as being successful related strongly to their ability to 
handle financial issues, utilize strong business and math skills, forecast trends, assess 
consumer needs and wants, advertise and run promotions, and price their crafts appropriately. 
Finally those Personally Expressive Goal Seekers' who perceived themselves as more 
successful were more likely to be females. 
Culture Broker Goal Seekers 
The third group. Culture Broker Goal Seekers were similar to Personally Expressive 
Goal Seekers in that they too placed great importance on achievement or satisfaction of their 
goals when defining success, but they differed in that they had a stronger emphasis on having 
a crafl or cultural orientation in their business. Their success, although goal oriented, was 
more derived from reinforcing the region's cultural identity, from preserving and elevating 
the crafl tradition, and from gaining a positive reputation in the community with consumers 
and within the craft industry. The distinguishing characteristics of these retailers lie more in 
their business practices. Similar to Personally Expressive Goal Seekers, they placed 
importance on strategies aimed at achieving a consumer orientation and communication. In 
other words, craft retailers who defined their success in terms of having a cultural focus and 
satisfaction of goals used strategies that ensured customer service and satisfections; educated 
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consumers about crafts, craft artisans, and the regions culture; and communicated to 
consumers through advertising, newsletters, fliers, or brochures. 
Crafts in this group's assortment were less unique to the store. These retailers offered 
crafts similar to what other stores carried. Retailers in this third group offered more crafts 
produced from outside the southeastern region of the U.S. Because they were so oriented 
towards educating consumers on crafts and a region's culture, this might be a result of 
wanting to share information about other U.S. region's crafts in addition to the Southeast. 
These craft retailers were motivated to start their craft firm as a result of their love for crafts. 
Culture Broker Goal Seekers differed in that they had a slightly higher use of Consultants 
and Trainers when networking. These craft retailers met with outside consultants, attended 
business seminars, and met with small business development center personnel. 
Culture Broker Goal Seekers displayed strengths in their Creative Work Ethic and 
Strategizing abilities. In other words, they were innovative, creative and ambitious, hard 
workers with abilities in forecasting trends, assessing consumer wants and needs, promoting 
and advertising, and pricing. 
Within the Culture Broker Goal Seekers a strong relationship existed between their 
perceptions of success and Inner-Directed values of self-respect, inner harmony, happiness, 
freedom, and wisdom. Culture Broker Goal Seekers who were more successful offered less 
crafts produced from outside the U.S. and were less likely to network with their friends or 
members of their family. 
Indifferents 
The final group of craft retailers, Indifferents, stands out from the other three groups 
by not indicating importance on any of the success criteria provided when defining success. 
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The achievement or satisfaction of goals was the least important to them in terms of defining 
success. Indifferents had a minimal consumer orientation in that they paid little attention to 
ensuring customer service and satisfaction as well as to educating consumers about crafts, 
artisans, and the region's culture. This group gave little focus to communication strategies 
by using less advertising and sending out fewer fliers, brochures, or newsletters to 
consumers. 
Retailers in this group offered the lowest percentage of crafts in their assortments, 
indicating a less focused strategy than the other groups. Although their craft products were 
more um'que, they offered the least amount of southeastern produced crafts and more crafts 
that were produced outside of the U.S. Indifferents differed from the other three groups of 
craft retailers in that they were the least motivated to start their businesses for financial 
reasons nor was their passion for crafts as strong as other retail groups. 
They also used Consultants and Trainers when networidng in that they met with 
outside consultants, attended business seminars, and met with small business development 
center personnel. This group differed significantly from the other groups in regard to their 
work ethic and competencies in which Indifferents were the weakest in every area. They did 
not possess strong creative abilities, nor abilities to forecast trends, price accurately, 
advertise, or promote. This group had the weakest work ethic. Worth noting is the 
Indifferents weakest area, the ability to handle financial affairs. 
Within the Indifferents group only one variable had a significant correlation with how 
they perceived their business success. Indifferents who were more successfiil were more 
likely to possess hedonic personal values of receiving social recognition and having a 
comfortable or exciting life. 
154 
Contribution to Research 
Success 
One of the most salient findings of this research contributes to the literature on 
business success. Most definitions of business success in the United States are based on 
traditional economic criteria. These financial terms include indicators of sales figures, 
profits, income, market share, and shareholder return on investment. This research 
contributed to the business literature in regard to another realm of success definitions, the 
intrinsic or personal. This study confirms that while the traditional economic outcomes were 
somewhat important in defining success for these retailers, also critical were personal 
rewards such as gaining independence and control over one's life, achieving personal 
happiness and satisfaction, being able to express one's skills or talents, or preserving and 
elevating the region's crafl tradition and reinforcing cultural identity. These results coincide 
with Kuratko, Homsby, and NafEziger's (1997) position that entrepreneurial success can be 
intrinsic as well as extrinsic. The Personal Expressers group defined success more 
intrinsically through personally expressing themselves via skills or talents and personal 
gratification from working with crafts. These findings support Summer and Schrank's 
(1979) and Solderssen, Fiorito, and He's (1998) studies indicating that the design and 
production of crafts and internal gratification of working with crafts is definitive of success 
among artisans. 
Those groups with differing definitions of success also conducted their business 
differently. First, retailers who defined success with more personal criteria focused their 
business activities more around the crafts that they offered; being able to express their 
personal talents and having personal satisfaction of working with crafts were important. 
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Second, those craft entrepreneurs who defined success as being able to achieve or satisfy 
goals, including financial objectives, conducted their business with a more strategic approach 
that focused on ensuring consumer satisfaction and educating consumers about crafts, 
artisans, and the region's culture. Finally, retailers who had no concrete definitions of 
success were the weakest in all areas of business operation. 
Business Strategy 
One of the purposes of this research was in response to a call for investigations into 
small firm activities that would help lead to solutions for greater success. Because of the 
high failure rate associated with starting a new business venture, more practical research was 
necessary in order to assist small firms in achieving their business goals. This research 
provides a better understanding of those concrete strategies that successful small craft 
retailers incorporate to reach success. 
Small craft retailers who participated in this study confirmed Porter's (1980) position 
on competitive strategy. In order to achieve greater success. Porter's theory posits that firms 
in the fragmented retail industry must select one (or two at the most) of the three generic 
strategies he proposes: focus, differentiated, or cost leadership. Findings related to 
competitive strategies, product assortment and pricing strategies, distribution strategies 
contribute to Porter's theory of competitive strategies of focus and differentiation. Some 
groups of successflil small craft retailers exhibited greater use of a focused and/or 
differentiated market strategy, whereas very few utilized a cost leadership strategy. 
More insight was gained on those specific marketing strategies incorporated by 
successful small craft retailers in regard to product assortment, distribution, pricing, and 
communication. The results on craft retailers' pricing strategies supports Porter's model 
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because the retailers of this study did not engage in cost leadership, but rather opted to utilize 
his theory's competitive strategies of differentiation and/or focus. This information should 
help answer the research call for more practical information to assist current entrepreneurs 
and/or those seeking to start a new small busmess venture in their business strategizing 
activities. This study also fills part of the hole in the art-related business scholarly literatiu-e 
where minimal studies were found by offering a means for understanding how they had 
different definitions of success and the factors that contributed to business success. 
Organizational Culture 
Although org^izational culture has been examined on the level of larger 
corporations, very little research had been conducted on small firms, especially those related 
to the arts. This study contributes to that void by offering more insight into this concept. 
Deshpande, Farley, and Webster's (1993) model identified four types of organizational 
cultures: clan, adhocracy, hierarchy, and market. Small crafl retail firms perceived their 
business environment to contain more elements of a clan-type culture. Clan cultxires exhibit 
characteristics such as being a very personal place; more of an extended family; mentoring; 
cooperative, highly cohesive; and sharing common goals and values (Deshpande, et. aL, 
1993). In addition, these results coincide with the research of Kosters, Damhorst, and Kunz 
(1996) on small firm organizational culture where characteristics were comparable to 
nurturing, cooperative, supportive families. This study also parallels the work of Brush 
(1992) where female managers focused more on achieving employee empowerment, 
consensus-built cooperation, and a femily-orientation toward people. Littrell and Dickson's 
(1999) work was supported in that snaall firm's organizational cultures have a stronger 
human focus and the workforce is seen more as an extension of family. In addition, this 
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study agrees with Littrell and Dickson's (1999) contention that organi2ational culture 
positively influences business success when cultures have clearly understood and shared 
values and are strategically appropriate for the firm. In contrast, a market cultxire was least 
descriptive of craft retailers, where the focus is on competitiveness and goal achievement and 
the use of more traditionally defined business success criteria (Deshpande, et al.). 
Craft Marketing 
This study contributes to the ongoing research being conducted on the craft marketing 
system (Kean, Niemeyer, & Miler, 1996; Littrell, Rielly, & Stout, 1992; Popelka, Fanslow, & 
Littrell, 1992), particularly for providing greater insight into the retail component of current 
models of craft marketing. The findings of this study differ from those of Kean, Niemeyer, 
and Miller's (1996) study where craft retailers were found to implement Porter's 
differentiation and cost leadership strategies. Although craft retailers in this study used a 
Porter's differentiation strategy, they did not use a cost differentiation strategy. Rather craft 
retailers of this study incorporated a focused strategy in combination with a differentiation 
strategy. In a focused strategy craft retailers highlight a more predominant amount of 
specialized products in their assortment and feature specific local or regional artisans' crafts. 
Differentiation strategies suit craft retailers who emphasize innovative, unique, and qiiality 
products. Differentiated strategies capitalize on customer orientation to differentiate 
themselves from the competition as well, which most craft retailers in this study 
incorporated. 
Within the craft marketing literature, no study had investigated how craft retailers 
defined success, nor indicated how successful they perceived themselves to be. This study 
contributes to that void in that craft retailers provided intrinsic and extrinsic definitions of 
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success. Craft retailers' intrinsic or personal definitions of success included being able to 
express one's skills or talents, preserving and elevating the region's craft tradition, 
reinforcing the region's cultural identity, gaining independence and control over one's Ufe, 
and achieving personal happiness. Craft retailers also placed importance one traditional 
economic outcomes such as achieving certain sales or profit goals. Additionally, craft 
retailers in this study provided self-ratings of their success. 
Brown (1995) stated that although some craft firms are more successful than others, 
little is known how they achieve success. This study contributes to her recommendation for 
additional research in that craft retailers incorporate distinct strategies to achieve success. 
Craft retailers who defined success with more personal criteria had a stronger focus on a craft 
product orientation than others. Craft retailers who defined success as more goal-oriented 
incorporated more focused and differentiated strategies that concentrated on activities aimed 
at ensuring consumer satisfaction and educating consumers about crafts, artisans, and the 
region's cultiu-e. The least successful craft retailers had the least consumer orientation and a 
less focused strategy than the other groups. 
Gender 
Contradictory results have been discovered in research related to gender issues 
(Aldrich, 1989; Cuba, DeCenzo & Anish, 1983; Fischer, Reuber & Dyke, 1993; Kalleberg & 
Leicht, 1991). The contribution of this study is that no major differences were found 
between men and women in terms of their definitions of success and the strategies they 
incorporate to achieve success. Yet women in two groups were found to perceive themselves 
to be more successful than men in this study; women in the Personal Expresser group who 
defined success with more personal and intrinsic criteria, and women in the Personally 
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Expressive Goal Seekers group who defined success with a combination of intrinsic and 
extrinsic or achievement criteria. 
This study parallels Larwood and Gattiker's (1989) research that implied that women 
were sensitive to both financial outcomes and alternative goals of balancing work and family, 
gaining personal fulfillment, and expressing their unique skills and talents. Langan-Fox and 
Roth (1995) further contend that female entrepreneurs place importance on more traditional 
criteria such as earning a higher income and Sexton and Bowman-Upton (1990) posit that 
male and female entrepreneurs share more similarities than differences. 
Networking 
The findings of this study related to networking provide contributions to the scholarly 
research. Crafl retail entrepreneurs groups were found to differ in their use of consultants 
and trainers. Some crafl retailers used consultants and trainers which is analogous with the 
workofDonckels and Lembrecht (1997) where small businesspeople sought advice from 
external consultants and attended seminars. Craft retailers are similar in their use of family 
and friends as well as business peers when networking. These findings correspond with 
Hisrich and Brush (1986) who advocate that entrepreneurs seek advice from family, friends, 
and business associates. 
Implications for Craft Retailers in the Southeastern U.S. 
Not only does this study contribute to the scholarly literatiire, but it also provides 
practical information which can be disseminated to professionals in the craft industry. This 
study confirms that although people are motivated to initiate their craft businesses for 
financial reasons as well as having a passion for crafts, they are also motivated due to their 
love of crafts. From this study craft retailers will realize that there is more than one way to 
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define success and that there are various groups of crafl retailers based on these definitions. 
Craft retailers define success with personal criteria such as having control over one's destiny, 
balancing work and family, being involved with crafts in a business, or elevating a region's 
culture through material artifacts such as crafts. They also define success more traditionally, 
by growth in sales, profit, or income. Whether success is defined personally (intrinsically) or 
traditionally by financial criteria (extrinsically), strategies are found to be more effective for 
one definition over the other. A craft retailer has to decide for him or herself what is 
important in terms of success and select the strategies that would best suit that position. This 
study provides some insight on four different groups of retailers based on their success 
definitions. 
Most successful craft retailers were found to 
• have a strong orientation to consumers by attempts to 
• ensure customer service and satisfaction 
• educate consumer about crafts and/or craft artisans 
• educate consumers about the regions culture 
• offer crafts that are 
• differentiated or specialized product from competitors 
• produced from a specific region, artisan, or material indigenous to the area 
• unique 
• higher quality 
• priced higher to match the quality levels offered 
• have strong skills in strategizing, including the ability to: 
• forecast trends 
• assess consumer needs and wants 
• advertise and promote 
• price accurately 
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Recommendations for Future Research 
Additional research is warranted in the areas of small craft marketing, small business 
strategy, small firm organizational culture, and small craft retailers' consumer behavior. In 
terms of strategy, now that it has been identified that educating consumers about the region's 
culture, crafts, and/or craft artisans is deemed a critical marketing strategy, it would be 
important to expand more on how these craft retailers go about educating their consumers. 
How do they carry out their roles as "Culture Brokers" between an area's culture and the 
consumer and/or tourist visiting the area? What are the methods or techniques used to 
accomplish this educational linkage? 
Because the craft retailers displayed a strong orientation towards their consumer, it 
would be beneficial to know more about the make-up of their consumers. It would be useful 
to have a greater understanding of the following: Who is their target consimier; what is it 
that draws consumers to purchase and/or collect crafts; what are their preferences; what 
attributes are consumers looking for in both the store and the craft product itself that 
influences their purchasing behavior; and what evaluative criteria do consximers use during 
the purchase decision-making process? Additional research should also examine the impact 
of the stores' educational efforts on the consumers' awareness of crafts, the region's culture, 
and/or craft artisans. Answers to each of these issues would assist in gaining a clearer picture 
of craft consmners. 
Due to the growing interest in hand made products and increased tourism, it would be 
helpfiil to gain information on crafts' economic contribution to various regions. Only one 
study in North Carolina has investigated this area. The economic significance foimd 
warrants additional study in other parts of the United States. 
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Finally, it is recommended to conduct this same study in another region of the United 
States or another country in order to carry out comparative work. 
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APPENDIX A: INTERVIEWS 
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Focus Group Discussion Guide 
I'd like to thank each of you for taking time out of your busy schedule to participate in 
my study. This focus group is a preliminary step of a regional study on Southeastern craft 
retailers. The focus of my study is on how craft retailers, such as yourself, define success and 
the strategies they incorporate in their businesses. This research is being conducted for my 
dissertation through Iowa State University. 
This study, with your input as a small craft retail entrepreneur, is very important to the 
academic research being conducted on craft marketing as well as to the craft industry. No study 
to date has researched small craft retail entrepreneurs in regard to success and how it is achieved. 
The results from the research will be used to better develop training workshops and educational 
materials for craft retailers in our region of the United States. 
This discussion should not take any longer than one hour. I am interested in your 
opinions related to several topics. There are no right or wrong answers; rather I want to learn 
about your experiences as a craft retailers. During the discussion you will not be at any personal 
or physical risk. You are free to discontinue participation at any time. Your anonymity is 
ensured. I will be tape recording the discussion so that I can review your comments more 
thoroughly, however, all tapes will be erased after the report is written. 
Your comments in this discussion will be used to guide the development of my questiormaire 
which will be mailed to 1000 craft retailers in the Southeastern region of the United States. 
1) Let's begin by going around the table and telling about what inspired or motivated you to 
start your own craft business? 
2) As you think about your business today, are your motivations or reasons for being in 
business the same or different than in the past? 
3) What background skills or personal characteristics do you believe have helped you in 
operating your business? 
4) What kind of business planning did you engage in prior to opening your business? 
Are you following a business plan now? 
5) What is it about crafts, in particular, that made you decide to carry them in your product 
assortment? 
6) What is it that you, yourself, feel about crafts and working with crafts? What meaning do 
crafts provide you? 
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7) Describe your outlook or orientation towards your employees. What kind of working 
environment do you strive to achieve in your business for your employees? 
8) Describe your outlook or orientation towards your consumers. What kind of shopping 
environment do you strive to achieve in your business for your consumers? 
9) In your own words, what factors contribute to defining success for your business; 
what does success mean to you? 
10) What particular strategies are you incorporating in your business to achieve success as you 
define it? 
11) What types of networking activities do you engage in and what is their effect on your 
business success? 
12) What do you consider your biggest challenges in running your business? 
13) What brings you the greatest personal satisfaction from your business? 
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APPENDIX B: QUESTIONNAIRE 
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No. 
Craft RetaU Entrepreneurs' 
Perceptions of Success 
Iowa State University 
of Sdence and Technology 
This study is being conducted by the Department of Textiles and Clothing 
at Iowa State University 
Copyright © Rosalind Paige, 1999. All rights reserved. 
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CRAFT RETAIL ENTREPRENEURS' PERCEPTIONS OF SUCCESS 
This questionnaire is to be completed by the owner or primary decision maker of the craft business. 
INSTRUCTIONS: Please indicate your answer by circling responses or filling in the blanks where indicated. 
Background On The Business 
Q-1 Please indicate your title or position (i.e. owner, manager, etc.) 
Q-2 How many years has this craft business been operating? 
YEARS 
Q-3 My craft business is located in which state? 
Q-4 This business was: (Circle one) 
1. started by myself 
2. purchased from previous owners 
Q-5 In your own words, please define your target market (gender, age, education, income, etc.): 
Q-6 What percentage of your target consumer market are 
% Tourists or visitors to my community/region 
% Local residents 
100% Total 
Q-7 Whidi of the following craft categories are carried in your store: (Circle aU that apply) 
1. FIBER (DECORATIVE) 
2. FIBER (WEARABLE) 
3. POTTERY AND CERAMICS 
4. BASKETRY 
5. WOOD 
6. METAL 
7. GLASS 
8. JEWELRY 
9. OTHER, please identify: 
Q-8 Which of the above categories of crafts (Item #7) generates the greatest sales volume for the store? 
Q-9 Number of employees, excluding yourself? 
Number of part-time employees 
Number of full-time employees 
Q-10 On average, how many hours do you work each week in your craft business? 
HOURS PER WEEK 
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Business Success 
Q-1 i Business people define success in many ways. I am interested in learning more about how you define success. 
Please answer this question related to the criteria you consider important for defining success and NOT how 
you judge the level of your current business success. Circle your responses using the scale provided below. 
I 
Very 
Unimportant 
Unimportant 
How important is... 
Somewhat 
Unimportant 
4 
Neither 
Unimportant 
Nor 
Important 
Somewhat 
Important 
Important 
7 
Very 
Important 
a) helping others? I 2 3 4 5 6 7 
b) feeling satisfied with owning my own business? 1 2 3 4 5 6 7 
c) exceeding customer expectations? 1 2 3 4 5 6 7 
d) having independence and control over my life? 1 2 3 4 5 6 7 
e) achieving my own personal happiness and fulfillment? 1 2 3 4 5 6 7 
0 incorporating my personal values and beliefs into my work? 1 2 3 4 5 6 7 
g) balancing my f^ily or personal life with work? 1 2 3 4 5 6 7 
h) expressing my skills or talents? I 2 3 4 5 6 7 
<) achieving sales growth or increased profits? 1 2 3 4 5 6 7 
j) preserving and elevating the craft tradition? 1 2 3 4 5 6 7 
k) receiving personal gratification of working with crafts? 1 2 3 4 5 6 7 
1) providing a differentiated product or service? 1 2 3 4 5 6 7 
m) reinforcing the region's cultural identity? I 2 3 4 5 6 7 
n) gaining a positive reputation in the community 
with consumers and within the craft industry? I 2 3 4 5 6 7 
Q-12 Using the criteria that you consider important for defining success, how successful do you consider your craft 
business to be? (Circle one) 
1 VERY UNSUCCESSFUL 
2. VERY UNSUCCESSFUL 
3- SOMEWHAT UNSUCCESSFUL 
4. NEITHER UNSUCCESSFUL OR SUCCESSFUL 
5. SOMEWHAT SUCCESSFUL 
6. SUCCESSFUL 
7. VERY SUCCESSFUL 
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Business Strategy 
Q-13 An important part of understanding success has to do with the many different strategies tliat business people 
employ to help adiieve success. Next, I would like to ask some questions about the various business strategies 
you may use in your craft business. Each of the following statements relates to a different business strategy. 
Please indicate how important each strategy is to you by circling your responses using the scale provided below. 
1 
Very 
Unimportant 
Unimportant Somewhat 
Unimportant 
How important is... 
4 
Neither 
Unimportant 
Nor 
Important 
Somewhat 
Important 
6 
Important 
7 
Very 
Important 
a) 
b) 
c) 
d) 
e) 
using consumer research? 
positioning the business with a desired image? 
offering a product differentiated from my competitors? 
pricing products competitively? 
educating consumers about crafts and/or craft artisans? 
2 3 4 5 6 7 
2 3 4 5 6 7 
2 3 4 5 6 7 
2 3 4 5 6 7 
2 3 4 5 6 7 
f) educating consumers about the region's culture? 1 2 3 4 5 6 7 
g) ensuring customer service and satisfaction? 1 2 3 4 5 6 7 
h) offering a focused or narrow range of products? I 2 3 4 5 6 7 
i) being involved with artisans in the product design process? I 2 3 4 5 6 7 
j) stocking prices in lower-price ranges? 1 2 3 4 5 6 7 
k) serving special geographic markets? 1 2 3 4 5 6 7 
1) providing specialty products/services? 1 2 3 4 5 6 7 
m) advertising? I 2 3 4 5 6 7 
n) distributing newsletters, flyers, or brochures to consumers? 1 2 3 4 5 6 7 
0) evaluating goals or outcomes? 1 2 3 4 5 6 7 
P) serving special customer groups? I 2 3 4 5 6 7 
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Please respond to the following questions by indicating percentages: 
Q-14 Of all the products in your store, wiiat percentage carried in your product lines are: 
craft products 
products other than crafts 
100% Total 
Q-15 What percentage of your crafts come from: 
^e Southeastern region of the U.S. 
other regions of the U.S. 
outside the U.S. 
100% Total 
Q-16 What percentage of your crafts are: 
unique to this store 
similar to crafts offered by other craft businesses 
100% Total 
Q-17 What percentage of the wafts in your store are: 
of higher quality 
of average/moderate quality 
of lower quality 
100% Total 
Q-18 What percentage of prices for your crafts are: 
high 
moderate 
low 
100% Total 
Q-19 My craft business extends it's method of distribution beyond the physical store/gallery through: (Please circle 
your responses using the scale provided below). 
1 2 3 4 5 
Never 1-2 3-6 Monthly Weekly 
times times 
a year a year 
a) a mail ordo* catalog 1 2 3 4 5 
b) commum'ty events where products are offered for sale 1 2 3 4 5 
c) craft fairs or shows 1 2 3 4 5 
d) the Internet I 2 3 4 5 
Q-20 Within the store/gallery, we focus our merchandising efforts on: (Circle one that best applies) 
1. the creation of a unique overall store ambience or environment 
2. the use of creative visual displays of crafts 
3. a very simple environment with no strong display focus 
Q-21 When I began my business I developed and implemented a written business plan: (Circle one) 
1. YES 
2. NO; if not do you have one now that you follow? YES NO 
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Guiding Principles In Your Life 
Q-22 Another important part of understanding success has to do with a person's values. I am interested in finding 
how important the following characteristic are to you in guiding your life. Please rate the following personal 
values by writing any number from 1 to 99 in the blank. 
1 = "not at all important to me. Nothing I do is ever based on this guiding principle." 
up to 
99 = "an extremely important guiding principle in my life. Everything I do is based on this principle." 
a) a comfortable life (i.e., a prosperous life) 
b) an exciting life (i.e., a stimulating, active life) 
c) a sense of accomplishment (i.e., a lasting contribution) 
d) a world at peace (i.e. free of war and conflict) 
e) a world of beauty (i.e., beauty of nature and the arts) 
f) equality (i.e., brotherhood, equal opportunity for all) 
g) family security (i.e., taking care of loved ones) 
h) freedom (i.e., independence, free choice)' 
i) happiness (i.e., contentedness) 
j) inner harmony (i.e., freedom from inner conflict) 
k) mature love (i.e., sexual and spiritual intimacy) 
I) national security (i.e., protection from attack) 
m) pleasure (i.e., an enjoyable, leisurely life) 
n) salvation (i.e., saved, eternal life) 
o) self-respect (i.e., self-esteem) 
p) sodal recognition (i.e., respect, admiration) 
q) true friendship (i.e^ close companionship) 
r) wisdom (i.e-, a mature understanding of life) 
Q-23 People have many motivations for starting a business. Thinking back to when you began or took over your craft 
business, how important were each of the following reasons? Please rate how important each motivation was 
to you by circling your responses using the scale provided. 
1 2 3 4 5 6 7 
Very Unimportant Somewhat Neither Somewhat Important Very 
Unimportant Unimportant Unimportant Important Imp<»tant 
Nor 
Important 
When you began the business, how important was... 
a) a desire to make money? 1 2 3 4 5 6 7 
b) a love or passion for craft and wanting to be involved with it? 1 2 3 4 5 6 7 
c) wanting to own my own business for personal satisfaction 1 2 3 4 5 6 7 
d) having had a previous craft hobby and 
wanting to expand it into a business? 12 3 4 5 6 7 
e) a desire to fulfill a personal economic or finandal need? 1 2 3 4 5 6 7 
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Networking 
Q-24 Next, I would like to ask about your networking activities. Rate the following networking activities on how 
frequently you use them in your business by circling your responses using the scale provided: 
12 3 4 5 
Never 1-2 3-6 Monthly Weekly 
times times 
a year a year 
a) meeting with outside consultants 1 2 3 4 5 
b) attending business seminars 1 2 3 4 5 
c) attending trade fairs and shows 1 2 3 4 5 
d) talking with other business persons 1 2 3 4 5 
e) meeting at social engagements 1 2 3 4 5 
0 contacting art galleries 1 2 3 4 5 
g) meeting with craft artisans 1 2 3 4 5 
h) discussing important decisions with relatives 1 2 3 4 5 
0 discussing important decisions with friends 1 2 3 4 5 
j) meeting with small business development centers 1 2 3 4 5 
k) contacting banks or finandal institutions 12 3 4 5 
1) contacting chambers of commerce 1 2 3 4 5 
m) meetings through other business associations 1 2 3 4 5 
n) acquiring infonmaticHi from tatemet WEB sites 12 3 4 5 
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Business Environment 
The following questions relate to what your craft business is like. Each question contains four descriptions of 
organizations. Please rank each set of four descriptions from 1 to 4, with I being placed by the characteristic that best 
describes your craft business, on down to 4 for the characteristics that least describes your business. Use all four 
numbers. (1,2,3, & 4) for each question. None of the descriptions is any better than any the other, they are just 
different. Most businesses will be some mixture of the diaractenstics described. 
Q-25 This craft business is (indicate 1 to 4): 
a very personal place; like an extended family; people seem to share a lot of themselves. 
a very dynamic and entrepreneurial place; people will stick their necks out and take risks. 
a very formalized and structured place; established procedures generally govern what people do. 
very production oriented; a major concern exists for getting the job done without a lot of personal 
involvement. 
Q-261 consider the leadership style of this craft business to be generally (indicate I to 4): 
mentoring, cooperative, or parental. 
entrepreneurial, innovative, or risk-taking. 
coordinating, administrative, formal, or organizing. 
hard-driving, producer, competitive, or technician. 
Q-271 place great emphasis on (indicate 1 to 4): 
human resources training, development & empowerment; high cohesion and morale. 
growth and acquisition of new resources; readiness to meet new challenges. 
permanence and stability; efRcient and smooth operations. 
competitive actions and adiievement; measurable goals and profits. 
Q-28 The glue that holds my craft business together is (indicate 1 to 4): 
loyalty and tradition; high commitment to the firm; common goals; shared values. 
commitment to innovation and development; emphasis on being unique and the first 
formal rules and policies; maintaining a smooth-running business. 
emphasis on task and goal accomplishment; production orientation. 
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Background on the Business Person 
Q-29 Finally, 1 would like to ask a few questions about yourself and your craft business itself to help interpret the 
results. Business persons possess many strengths, qualities and characteristics. Please rate yourself on each of 
the following characteristics or business functions by circling your responses using the scale provided: 
12 3 4 5 6 7 
Very Weak Somewhat Neutral Somewhat Strong Very 
Weak Weak Strcmg Strong 
Related to the following characteristics and tasks 1 consider myself to be... 
a) in managing finandal matters? 1 2 3 4 5 6 7 
b) in buying the right product at the right time? 1 2 3 4 5 6 7 
c) in visual display? 1 2 3 4 5 6 7 
d) in employee supervision? I 2 3 4 5 6 7 
e) in assessing consumer needs and wants? I 2 3 4 5 6 7 
f) in personal ambition? 1 2 3 4 5 6 7 
g) in working hard? 1 2 3 4 5 6 7 
h) in business skills? 1 2 3 4 5 6 7 
i) in math? 1 2 3 4 5 6 7 
j) in forecasting trends? 1 2 3 4 5 6 7 
k) in strategizing and business planning? I 2 3 4 5 6 7 
1) in pricing? 1 2 3 4 5 6 7 
m) in promotions and advertising? 1 2 3 4 5 6 7 
n) in creativity and innovativeness? 1 2 3 4 5 6 7 
Q-30 Indicate your total number of years of business experience, including your current store: 
YEARS 
Q-31 What is your gender? (Circle one) 
1. MALE 
2. FEMALE 
Q-32 Indicate the highest level of education you have completed: (Circle one) 
1. ELEMENTARY SCHOOL (GRADES 1 THROUGH 8) 
2. HIGH SCHOOL (GRADES 9 THROUGH 12) 
3. 1 TO 3 YEARS OF TECHNICAL, VOCATIONAL, OR COLLEGE 
4. BACHELORS DEGREE 
5. SOME GRADUATE SCHOOL 
6. A GRADUATE DEGREE(CIRCLE THE HIGHEST DEGREE YOU POSSESS) 
a. M.S. or M.A. 
b. M.Bj\-
c. Ph.D. orEd.D. 
d. Otho-
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Q-33 The income of this craft business is: (Circle one) 
1. my primary household income 
2. supplemental to another household income 
Thank vou for your time and consideration in completing this questionnaire. If you would like to share any 
additional information that you feel is important to your success please write your comments on the back of this 
booklet or on a separate piece of paper. Please indicate if you would like a summary of this study sent to you when 
it is completed. 
YES, please send me a summary. 
NO 
Best wishes on your continued success! 
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October 17, 1998 
Dear Craft Retailer, 
As a doctoral student at Iowa State University and resident of South Carolina, I am 
conducting research on craft retailing in our State. The focus of my study is on how craft 
retailers, such as yourself, define success and the strategies they incorporate in their 
businesses. I would like to invite you as a craft business person to participate in my research. 
Your input as a small craft entrepreneur is very important to the academic research 
being conducted on craft marketing as well as to the craft industry. No study to date has 
researched small craft retail entrepreneurs in regard to success and how it is achieved. 
Results from the research will be used to better develop training workshops and educational 
materials for craft retailers in our region of the United States. 
I would like to invite you to participate in an informal personal interview whenever it 
would be most convenient for you. It would be best for me to meet you sometime in late 
October or the first week of November. I am available on Tuesdays and Thursdays at any 
time. We can meet in your shop or I would be happy to take you to lunch or dinner at a place 
that is quiet enough so we can discuss your thoughts. The interview would last 
approximately one hour to express your views in response to the questions posed. There is 
no preparation involved on your part. This study involves no personal or physical risk. Your 
anonymity is ensured. You are free to discontinue participation at any time. The interview 
will be tape recorded, however, all tapes will be erased after the report is written. Your 
comments will be used to guide the development of my questionnaire which will be mailed 
to 1000 craft retailers in the Southeastern region of the United States. 
As a former business person myself, I realize your time is valuable. I would be 
grateful for your input in my research. If you have any questions concerning the procedures 
of this study, I will be happy to answer them. 
I will call you to verify your participation or you may reach me at my home phone 
number, 864-653-7576. I am looking forward to your participation. 
Sincerely, 
Rosalind C. Paige 
Doctoral Student 
Mary A. Littrell 
Professor 
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April 24, 1999 
Dear Craft Retailer, 
As a doctoral student at Iowa State University and resident of the Southeastern U.S., 
I am conducting research on craft retailing in our region. Crafts are an integral part of this 
area's traditions and continue to contribute to our families and the economy. The focus of my 
study is on how craft retailers, such as yourself, define success and the strategies you 
incorporate in your business to achieve success. I would like to invite you as a craft business 
person to participate in ray research. 
Your input as a small craft retail entrepreneur is very important to the academic 
research being conducted on craft marketing as well as to the craft industry. No study to date 
has researched small craft retail entrepreneurs in regard to success and how it is achieved. 
Results from the research will be used to better develop training workshops and educational 
materials for craft retailers in our region of the United States. 
I would like to invite you to complete the enclosed questionnaire which is being 
mailed to craft retailers in the Southeast. It should take approximately 20 minutes for you to 
respond to the questions. There is no preparation involved on your part. The study involves 
no personal or physical risk. Your anonymity is ensured. Your name and the name of your 
business will not be associated with the data in the study and you are asked NOT to record 
your name on the questionnaire. All questioimaires will be destroyed upon completion of the 
research. You are free to discontinue if you so choose. 
As a former business person myself, I realize your time is valuable. I would be 
gratefiil for your input in my research. If you have any questions concerning the procedures 
of this study, I v^ll be happy to answer them. You may reach me at my home phone number, 
864-653-7576. 
I look forward to receiving your completed questionnaire. Because this study is 
intended to assist small craft retailers in conducting their businesses you may be interested in 
what successful craft retailers are doing to achieve their goals. Please indicate whether you 
would like a copy of the results sent to you at the end of the questionnaire. I will be sure to 
send you a copy. 
Sincerely, 
Rosalind C. Paige 
Doctoral Student 
Mary A. Littrell 
Professor 
180 
A reminder... 
You recently received a questionnaire about your definitions of 
success and the strategies you use in achieving success in your 
business. If you have returned the questionnaire, I thank you very 
much for your participation. If you have not completed it, I hope that 
you will set aside some time to do so. Your thoughts are most 
important to this study on craft retailing and very appreciated. 
If you have misplaced the questionnaire, please call me at (864) 
653-7576 and I will send another one to you. 
Thank you. 
Rosalind Paige, M.S. 
Doctoral Student 
Iowa State University 
Mary Littrell, Ph.D. 
Professor 
Iowa State University 
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Last Name of Principal Investigator 
Checklist for Attachments and Time Schedule 
The following are attached (please check): 
12. (3 Letter or written statement to subjects indicating clearly: 
a) purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be 
removed (see Item 17) 
c) an estimate of time needed for participation in the research and the place 
d) if applicable, locauon of the research activity 
e) how you will ensure confidentiality 
0 in a longitudinal study, note when and how you will contact subjects later 
g) participation is voluntary; nonpanicipation will not affect evaluations of the subject 
13. D Consent form (if applicable) 
14. • Letter of approval for research from cooperating organizations or institutions (if applicable) 
15.(3 Data-gathering instruments 
16. Anticipated dates for contact with subjects: 
First Contact Last Contact 
Oc-fcober 27, 1998 October 29, 1998 
Month / Dav / Year , Month/Day/Year 
V 
17. If applicable: anticipated date that identifiers will be removed from completed survey instnmients and/or audio or visual 
tapes will be erased: 
August 1/ 1999 
Month / Day / Year 
18. Signature of Departmental Executive OfBcer Date Department or Administrative Unit 
/ohjf? ^ 
19. Decision of the University Human Subjects Review Comminee: 
Project Approved Project Not Approved No Action Required 
Patricia H. Keith -
Name of Committee Chairperson Date Signature of Committee Chairperson 
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Checklist for Attachments and Time Schedule 
The foUovrisg are attached (please check): 
12.13 Letter or written statement to subjects indicating clearly: 
a) purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be 
removed (see Item 17) 
c) an estimate of time needed for participation in the research and the place 
d) if applicable, location of the research activity 
e) how you will ensure confidentiality 
f) in a longitudinal study, note when and how you will contact subjects later 
g) participation is voluntary; nonparticipation will not affect evaluations of the subjea 
13. D Consent fonn (if ^*3licabl;) 
14. Q Letter of approval for research from cooperating organizatioas or instiutions (if applicable) 
15.j^ Data-gathering instruments 
16. Anticqsated dates for contact with subjects: 
First Contact Last Contact 
A p r i l  1 9 9 9  M a y  3 0 ,  1 9 9 9  
Month/Day/Year Month/Day/Year 
17. If applicable: anticipated date that identifiers win be removed from completed survey instniments and/or audio or visual 
tapes will be erased: 
A u g - u s t  1 ,  1 9 9 9  
Month / Day / Year 
18. SignatureofDeparttnentalExecutiveOfiScer Dale Department or Administrative Unit 
-f-O i- OO 4ldre 
19. Decision of the University Human Subjects Review Coounittee: 
Project Approved PrpjeaNaApproved No Action Required 
^CA 
Patricia M. Keith 
Name of Committee Chairperson Date Signature of 
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